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M. C. POSTSCRIPTS 


* When the M. C. devotes its 
front cover to something special, 
it means that something very im- 
portant has happened. The spe- 
cial news in this instance is the 
announcing of the details of the 
Collective Cooperation Plan for- 
mulated by the N. C. A. Merchan- 
dising - Advertising Committee. 
The slogan developed by the 
committee and designed for de- 
calcomanias, posters, etc., will be 
seen for the first time by some of 
our readers when they open their 
copy of this issue. A reproduc- 
tion of this decalcomania, in 
colors, has been assigned the 
coveted space of the M. C. front 
cover. 


* That design on the front cover 
is in five colors. Each color re- 
quires a distinct lockup, make- 
ready and press run. Practically 
all business papers limit their 
covers to two and three colors. 
The use of five is practically un- 
known. Hence this five-color M. 
C. cover makes this issue a very 
unusual one from the standpoint 
of business-paper journalism. Yes, 
such a cover is expensive to run, 
but it’s one of our contributions 
to the promotion of the Collective 
Cooperative Plan for the candy 
industry. 


* One authority on chocolate, 
who read a preprint of Whym- 
per’s and Shillaber’s article on 
chocolate conching, which ap- 
pears in this issue, said that it is 
the first worth-while contribution 
to the literature on this subject 
in a long time. 


* A number of manufacturers 
submitted Valentine boxes for the 
January Packaging Clinic, the re- 
port of which is given in this 
issue. Some of these were con- 
sidered sufficiently outstanding 
by the Clinic Board that we have 
reproduced them in a group pic- 
ture along with other candy pack- 
ages. The April clinic will be 
unusual in that it will be devoted 
to packages from foreign manu- 
facturers. Already we have had 
notices that on the way to us are 
more than 20 different packages 
and candies of foreign make. 
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POLICY: THE MANUFACTURING CONFECTIONER is essentially a manufacturers’ publi- 
cation and therefore is a logical advertising medium only for confectioners’ supplies and equip- 
ment. The advertising pages of THE MANUFACTURING CONFECTIONER are open only for 
messages regarding reputable products or propositions of which the manufacturers of 


confectionery and chocolate are logical buyers. 


This policy EXCLUDES advertising directed to the distributors of confectionery, the soda 
fountain and ice cream trade. The advertisements in THE MANUFACTURING CONFECTIONER 
are presented herewith with our recommendation. The machinery equipment and supplies 
advertised in this magazine, to the best of our knowledge, possess merit worthy of your care- 


ful consideration. 
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CONCHING CHOCOLATE... 


By R. WHYMPER and C. P. SHILLABER 


OTHING in the art of Chocolate-making has been 
more argued, and still remains arguable, than the 
specific results achieved by conching. One thing 

remains outstandingly clear, however, and that is that the 
total consequences are in every way beneficial to the prod- 
uct, since a properly conched chocolate has a flavor, a 
smoothness, a finish and a reduced tendency to bloom that, 
taken all together, have never yet been attained by any 
other means. 


1. For Drying-Out and Emulsif ying 
the Moisture Present 


The most usual explanation of the improvement is that 
the action of a Conche is mainly that of an emulsifier. This, 
so far as I am concerned, is the least satisfactory of all 
reasons for the benefits secured, since such emulsification, 
according to my understanding, results in the formation 





of an inseparable or very intimately mixed combination of 
two liquids that normally do not mix. In chocolate, the 
two substances supposed to be emulsified are water and 
cacao butter, of which the former is unlikely ever to be 
in excess of 2.5%, should be not more than 1% (and still 
less at the finish), and, in any case, is an undesirable in- 
gredient. If heat is applied (as it should be) during 
conching, there is an actual loss of moisture in the choco- 
late, certainly during the first fifteen to twenty hours; 
and there is no reason to assume (unless it can be proven) 
that any marked benefits are derived for a chocolate by 
emulsifying say one part of the undesirable moisture with 
99 parts of other ingredients of which something less than 
one-half is fat in the form of liquid cacao butter. 


I am aware that it is held by some that emulsifica- 
tion is the reason why a conched chocolate is less inclined 
to bloom. The facts remain that (a) a conched chocolate 
is unquestionably less likely to bloom than an unconched 





Side View of Well-Designed Longitudinal Conche 
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chocolate, but that (b) a chocolate passed through an 
homogenizer (and, therefore, very thoroughly emulsified) 
is indistinguishable in its tendency to bloom from an un- 
treated chocolate (in my experiments at any rate), and in- 
ferior to a properly conched chocolate in every other way. 
So far, we have, of course, been talking of fat-bloom. In 
other words, while conching does reduce the normal bloom- 
ing of the fat in chocolate, such reduction does not seem 
to be due to emulsification; but I must qualify the gen- 
eral statement by saying that I have seen some acute cases 
of sugar-bloom that might have been prevented if the free 
droplets of water (that should not have been there at all) 
had been more completely emulsified with the fat in the 
original chocolate. 


2. For Oxidation of Some Cacao Butter 


Still keeping to the subject of fat-bloom, recent experi- 
ments have shown that blown or oxidized cacao butter (see 
Clayton and others Jour. Soc. Chem. Ind. LVI, 196-199T, 
1937, and Manufacturing Confectioner, May, September 
and December, 1937) is a very distinct aid to the preven- 
tion of fat-bloom on chocolate. Clayton and his co-work- 
ers were led to conduct their research in the first place by 
the belief, indeed the knowledge, that conched chocolate, 
being less liable to bloom than untreated chocolate, owed 
its resistance to the greater amount of oxidized cacao but- 
ter present, though the quantity formed is never great and 
need not be great to be effective. Repeated tests showed 


that this was, indeed, more than half the story. 


The action of the heated Conche does, in fact, expose 
a new and changing surface of hot chocolate to the atmos- 
phere, and provides excellent conditions for bringing about 
some oxidation of the cacao butter. Indications are that 
certain types of heat-treatment mixers are even more effi- 
cient than the Conche for this purpose; but, since the time- 
factor is also most important, and heat-treatment mixers 
are nearly always used for shorter periods than conches 


Before Conching (> 300) 


(Cc. P. Shillaber) 
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(when conches are used at all), no figures will be pro- 
vided here in proof of this contention. 


3. For Grinding the Chocolate 


It is a fact that the grinding-action of a Conche, used 
in the manner customary in the U. S. A., is far less effec- 
tive in reducing the size of the solid particles of sugar 
and cacao than it could be. Many people have reported on 
the reduction of the size of sugar-particles in chocolate 
due to the friction of the rolls on the bed of the Conche 
and the internal friction of the chocolate kept in motion 
over a large number of hours; and in these cases the sizes 
of the sugar-particles at the outset were admittedly palp- 
able on the teeth. But, by the time a smooth chocolate 
goes to the Conche, the solid particles should, in any case, 
be so small as not to be able to be felt as grit on the 
teeth—i. e., all particles being capable of passing through 
a mesh around 300 to the inch. There is, however, some 
rounding off of the sharp edges of the sugar due, doubt- 
less, to both forms of friction experienced by a chocolate 
kept in motion in a Conche for a dozen or so hours, and 
this is responsible for some of the smoothness of even 
mildly conched chocolate. But I have yet to see a marked 
decrease in the size of sugar-particles (especially when al- 
ready impalpable) due to conching for, say, twelve hours 
without the wave-splash that I have observed only once, 
so far, in any Chocolate-factory in America; though, of 
course, the longer the chocolate is conched the smaller the 
sizes of the particles eventually become by attrition under 
any conditions. The illustrations show the proof of these 
contentions, for here we have a chocolate of first-class 
quality, uniformly and smoothly ground before going to 
the Conche, that shows no very obvious reduction in size 
of its sugar-particles even after 96 hours of properly 
manipulated and controlled conching. No one, however, 
with a tongue and a palate could miss the vast improve- 
ment in flavor, smoothness and mellowness that resulted 
from the treatment, and the manufacturers of this particu- 
lar chocolate are greatly to be congratulated on the ex- 
cellence of their finished product which owes little or 
nothing to the grinding-value of the Conche for the fine- 
ness of its solid particles. So far as internal friction is 
concerned, I consider the Baker-Rowntree Agitator a very 
great improvement for the rounding-off of sugar-particles 
in a Conche. 


It is probably well known to many persons that a rub- 
ber or other ball floating on water may be burst by a 
sharp tap with a properly directed paddle or other kind 
of striker; certain disintegrators and, particularly, liquid 
colloid-mills have been constructed on this principle. The 
longitudinal Chocolate-conche should be, and usually is, 
provided with curved ends, and the purpose of this was to 
enable a wave of chocolate to be thrown back on to the 
bulk in the pot so that the two surfaces (the under-side 
of the wave, and the upper side of the bulk) struck to- 
gether with a distinct sharp sound indicating that the two 
surfaces had met with some force. Such a violent contact 
as that described appreciably reduces the size of the larger 
sugar-particles that are struck at the surfaces of a liquid 
chocolate, and is very effective in producing smoothness 
in a conched chocolate. Where, however, as in the choco- 
late illustrated here by photomicrographs, the sizes of the 
sugar-particles are uniformly so small, reduction of parti- 
cle-size by conching is negligible, while some smoothness 
still results. Covers to the Conches were first provided so 
that the splash resulting when the two surfaces came to- 
gether would not mess up the whole room, for a proper and 
effective wave striking the remaining chocolate in the pot 
makes a real splash, believe me! But only when such a 
violent meeting of surfaces occurs can a Conche be said 
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96 Hours in Conche 
(Cc. P. Shillaber) 


to be serving the purpose of quickly reducing the size of 
even the larger sugar-particles. And this is not theory but 
proved often enough in practice. 


The reason why the wave-splash is not properly appre- 
ciated are three-fold: (1) Because the Conche-pot can 
be only partially filled if such a wave-splash is to be pos- 
sible, and Conches in the U. S. A. are nearly always filled 
to capacity regardless of their original purpose; (2) be- 
cause, even with covers, the Conches are inclined to be- 
come messy after running some hours with continuous 
wave-splashes; and (3) because not more than one out 
of a hundred operators of Conches has tried to use his 
machine for the purpose and in the manner for which it 
was originally designed, the majority regarding the Conche 
as a glorified storage tank. 


4. For Stabilizing the Chocolate 


A normal chocolate, taken from its last refining and 
after complete melting before or after heating and work- 
ing in a Conche for an hour or so, will show a slight but 
marked progressive decrease in viscosity over a period of 
some fifteen to twenty hours according to the kind of 
chocolate, the degree of heat and the speed and nature of 
the Conche. A still more marked decrease in viscosity will 
be shown if the chocolate is heated and worked in a suit- 
able non-grinding machine such as heat-treatment mixers, 
etc. (For figures see “Problem of Chocolate Fat-Bloom,” 
page 69). This decrease in viscosity of a chocolate is due 
to the slow removal of the films of fat-resisting moisture 
from the surfaces of the sugar-particles, in particular, 
brought about by heat and the rubbing of the particles 
themselves against one another in a fatty medium. This 
freed moisture is then slowly dried out, while some very 
small proportion of it is more or less permanently emulsi- 
fied. In a Conche, however, owing to the emulsification 
of some small quantity of the freed moisture with the fat 
(which tends to increase viscosity of chocolate and not 
decrease it) and to the increase of the surface of the 
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particles to be covered with fat (due to some grinding as 
stated in Section 3), a chocolate after many hours begins 
to increase in viscosity, a change not noted when a non- 
grinding heat-treatment mixer is used. This increase in 
viscosity in practice never becomes so great, however, that 
the chocolate ends up with a higher viscosity than it orig- 
inally started with, unless, of course, accidental introduc- 
tion of water should bring about a high degree of emulsi- 
fication, or some other such unusual occurrence should 
arise. This fact tends to confirm both the emulsification- 
theory and the grinding-theory. But, above all, it illus- 
trates the value of the Conche for stabilizing chocolate, 
since any given chocolate treated to obtain thinnest films 
of fat on the sugar-particles is at its greatest stability— 
i. e., least likely to show sugar- and fat-bloom and un- 
likely to change its viscosity further on heating and other 
treatment. This stability can be better, more quickly and 
more cheaply ensured by the addition of the proper amount 
of lecithin, though, of course, the addition of lecithin 
does not, of itself, achieve any of the other advantages of 
the use of the Conche. 

It should be repeated that stabilization of a chocolate 
is partially or wholly brought about by working in a hot 
Conche in spite of any later increase in viscosity observed 
to have taken place from some slight emulsification and 
from the grinding of the sugar-particles, the latter factor 
tending to increase the viscosity of the chocolate at a 
greater rate than its decrease occurring simultaneously 
from the extra cacao butter freed from the thinning films 
of fat that cover the sugar-particles only after prolonged 
Conche-treatment: and, of course, the stability is greatly 
increased the longer the chocolate is conched quite regard- 
less of apparent viscosity changes. Thus, in this case of 
the Conche, an apparent minimum viscosity is no measure 
of the degree to which the chocolate has been stabilized. 


5. For Improving the Flavor 


It is important to remember that the first Conche was 
invented to obtain the smoothness and flavor characteristic 


48 Hours in Conche 
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of the best milk chocolates and of the first “Fondant Choco- 
late” (‘‘Velma,” Switzerland, a chocolate seldom equalled 
and scarcely surpassed). Heat-treatment, controlled not 
by thermostats but by the flavor and consistency of the 
chocolate resulting, was then an essential feature of proper 
conching, and the degree of temperature used in the Conche 
and the time of conching were determined not by the con- 
venience of the factory-manager but by the nature of 
the cacao beans, the degree of roasting, and the type of 
chocolate being made. Properly conched chocolate—i. e., 
with adequately high temperatures to get that most pleas- 
ant but difficult combination of true cacao flavor (devel- 








Baker-Rowntree Agitator 


oped to the full only from first-class beans) with caramel 
(resulting from the heating of fat and sugar together)— 
must start with very slightly roasted cacao. And only 
the live Chocolate man could or can say when perfection 
has been reached during conching. 


General Effect of Conching 


The heat and motion of the Conche drive off a consider- 
able amount of volatile acids (reduction of acidity), 
oxidize a small quantity of cacao butter (reducing tendency 
to bloom), evaporate moisture and thin the films of fat 
on the sugar-particles (stabilization of chocolate); and, 
if a very low and slight roast has been employed on good 
flavory cacao, they bring the finished product to a soft- 
ness, smoothness, stability and fullness of flavor that can- 
not be touched by any other process and that are en- 
hanced by any emulsification taking place; and these de- 
sired results are all variables that cannot be tied down to 
factory-rules. 

There are many reasons why conching is so often con- 
sidered an unnecessary part of Chocolate-making where 
quantity rather than quality is important: (1) The fact 
that conching is an additional process and, therefore, costly 
and apparently unjustified for tickling the palate of a 
public accustomed, indeed deliberately trained, to the 
crudest chocolates; (2) Conching cannot be included in 
any continuous process of Chocolate-manufacture since the 
operation is essentially a “batch” proposition; (3) Conches 
take up a lot of room in the factory; (4) Conching en- 
tails keeping a very large bulk of chocolate in the factory 
for processing and its own improvement, while, before 
conching, the brown mass passes muster as “Chocolate” 
with the majority of the people, and is considered quite 
good enough for the undiscriminating consumer by a rush- 
ing manufacturer; (5) Conching requires watching and 
tasting of the chocolate often and continuously until it 
has reached perfection, an obvious inconvenience for any- 
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one concerned in getting out the maximum quantity from 
his factory. For it is a fact that conching can never be 
a rule-of-thumb process, and, unless it is controlled by 
finger-and-mouth tests until the required results have been 
achieved, its advantages are distinctly limited. 


To take any grade of chocolate, from the highest to 
the lowest, using under-roasted and well-roasted beans, and 
submit the product to different conditions in the Conche, 
—varying the times of conching, the temperature of conch- 
ing, the speed of the Conche, and the amount of choco- 
late in each Conche-pot,—is an education. And the value 
of long conching for some seventy to one hundred hours 
at a sufficiently high temperature will be shown to be un- 
doubted to anyone taking the trouble to experiment. The 
number of permutations and combinations of these vari- 
ables is considerable, and almost endless if you add to them 
the different types of cacao, some of which benefit more 
than others by conching. Yet a man who is interested 
in chocolate will try these things, and, until he has done 
some thousand experiments along these lines, he is, as 
Archimedes once said about a fellow mathematician, “‘not 
unknowing or unskilled but still not yet to be numbered 
among the wise.” 


New A. R. C. Membership Seal 


In compliance with a resolution of the directors of the 
Associated Retail Confectioners of the United States, a 
new membership identifying seal has been produced and 
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is now ready for distribution. Each member is being 
offered as many of these decalcomania seals as he needs 
for all his windows. The display of the seal is intended 
not only to identify membership in the Association, but 
also to indicate the character of the merchandise and 
service of the store. 


FOREIGN PACKAGES 
Some of our subscribers in foreign countries have requested that 
our Candy Packaging Clinic Board give consideration to foreign 
packages as well as domestic ones..We are glad to comply with 
the wishes of our foreign readers, and our next Clinic, which 
meets on April 15, will examine foreign packages, of which we 
have already been assured of a bountiful supply. We anticipate 
that many of these novel packages will be of interest also to our 
domestic readers. 
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COMPARISON OF 


HARD CANDY VARIETIES... 


First in Series on Reconstruction of Candy Formulae 


By STROUD JORDAN and K. E. LANGWILL 


T IS an old adage: “The plainer the dress the more 
brains required of its designer.” This goes for candy; 
we have so much to accomplish and so little with which 

to accomplish it. Hard candy is composed of but a few 
simple basic ingredients which, of itself, makes outstanding 
quality one of the toughest production problems that ever 
confronted a candy maker. Raw materials are the same 
in the majority of cases, so we have to look to process con- 
trol which regulates finished appearance; to the use of 
suitable color in the right proportion; and, most important 
of all, to the use of the right amount of the best obtain- 
able flavor. Without a carefully selected flavor, hard 
candy becomes nothing more than melted sugar. 

Some hard candy has consumer appeal; other varieties 
are just melted sugar. Some brands look like other brands 
and yet they don’t sell. In an effort to determine why 
this is the case, offerings of many manufacturers have 
been examined and three representative types have been 
selected for our consideration. No attempt has been made 
to examine filled hard candies since our problem has to do 
with basic varieties. We would first like to determine the 
difference between the simplest forms and learn, if pos- 
sible, why some sell and others do not. 


Types 


In general factory parlance there are but two varieties 
of hard candy: the “all sugar” and the “regular.” The 
first is the oldest type, since it was a familiar confection 
long before the advent of corn syrup. It consists of in- 
verted sugar and sugar (sucrose) blended in the proper 
proportions to prevent “grain.” Earlier processing of this 
type was comparatively simple but unreliable. It consisted 
of “water-killing” a batch of sugar (sucrose), but this 
was soon replaced by “doctoring” with an acid or acid 
salt, such as cream of tartar. Both of these older processes 
have given away almost entirely to the addition of regu- 
lated amounts of prefabricated inverted sugar syrups. 

In the second or “regular” type of hard candy varying 
proportions of corn syrup have been mixed with sugar 
(sucrose) and “grain” has been prevented in this manner. 
Either the “all sugar” or the “regular” type is acceptable 
and any attempt to set up a general quality deduction 
which is based on formulation alone will never be success- 
ful. A balanced formula must be used in each case and 
there are certain combinations which react to flavor and 
color more satisfactorily, but this is just one more bit of 
experience the successful candy maker has never forgotten; 
in fact, it is responsible for his success. 


Analysis of Samples 


Samples were selected from the open market and repre- 
sent three different price levels. Sample No. 1 was assorted 
stick candy, packed in a glass container; sample No. 2 was 
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orange flavored fruit drops; and sample No. 3 was lemon 
and wild cherry lollipops. Analytical data are given in 
the following table: 
No. 1 No. 2 No. 3 

Moisture i 1.63 1.76 
Reducing sugars before inver- 

sion 17.70 17.20 19.35 
Reducing sugars after inversion.103.35 91.60 83.20 
Sucrose 81.37 70.68 60.66 
Polarization of N/2 invert sol. 

Dee, CORT EO eT Ee 0.0°'V. +13.3° V. +306" 'V. 


Values for sample No. 1 indicate that no corn syrup 
has been employed. The reading of a half-normal invert 
solution at 87° C. was +0, which also indicates the ab- 
sence of added dextrose. These facts are further corrobo- 
rated by the sum of moisture, sucrose and reducing sugars 
before inversion, which is 100.72. Had corn syrup been 
present, the total would have been less than 100%. This 
sample is an “all sugar” hard candy. 


If we assume that the original formula was 80 lbs. of 
sugar and 20 lbs. of invert sugar, we may go through 
some interesting calculations to prove the correctness of 
such an assumption. Converting the sugar and inverted 
syrup to a dry basis, we still have 80 lbs. of sugar but 
only 15 lbs. of invert sugar (20 X 0.75). The finished 
confection carried 1.65% moisture, which must be added 
to the dry ingredients, making a total of 96.65 lbs. To 
determine the percentage of sugar and invert syrup on a 
100 Ibs. basis, it will be necessary to divide both 80 and 
15 by 0.9665, which gives 82.7% sugar and 15.52% in- 
vert sugar. The difference between the invert sugar found 
upon analysis (17.70) and 15.52 is 2.18%, which is most 
likely due to process inversion. This is equivalent to 
2.07% sucrose (2.18 * 0.95). When this is subtracted 
from the calculated percentage (82.7), we find there would 
be 80.63% unchanged sucrose in the finished confection. 
This varies only 0.74 from the sucrose actually found upon 
analysis (81.37 — 80.63). The original formula would 
then be: 


Be QR Neti sesckuenesenaues 20 Ibs. 


The second sample appears to have had corn syrup in- 
cluded in its formula. This is deduced from the polariza- 
tion at 87° C., as well as from the sum of the moisture, 
reducing sugar before inversion and sucrose, which is only 
89.51. Since the average polarization of a half-normal 
solution of 43° Be. corn syrup at 87° C. is assumed to be 
+84.4° V., its percentage (13.3 —~ 0.844) is found to be 
15.75. Since 15.75% of 43° Be. corn syrup will contain 
5.67% reducing sugars (15.75 0.36), this percentage 
must be subtracted from the reducing sugars before in- 
version to obtain the amount of invert sugar present 
(17.20 — 5.67 = 11.53). To convert the invert sugar 
into invert syrup it is necessary to divide 11.53 by 0.75, 
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which gives 15.37%. We may now set up the formula 
for sample No. 2 as follows: 


Invert syrup 
Corn syrup 


In the third sample we found a greater polarization at 
87° C. as well as an increase in reducing sugars, both of 
which indicate a larger percentage of corn syrup. Again 
using the factor 0.844, we find 36.25% corn syrup carry- 
ing 13.05% reducing sugars (36.25 0.36). Subtract- 
ing this percentage from the total before inversion, we 
find 6.30% invert sugar. It is problematical as to whether 
this inversion is all due to cooking or whether a small 
amount of invert sugar was added as such. Assuming 
that no invert sugar was added, the original formula 


would be: 


Corn syrup 


Comparative Values 


It can be seen clearly that the differential in cost be- 
tween the three formulae which have been set up is not 
sufficient for any decided change in cost of manufacture. 
In the first sample we found an “all sugar” hard candy; 
in the second there was a mixture of corn syrup, invert 
syrup and sugar; and in the third we had a simple corn 
syrup and sugar formula which is comparable with more 
than 60% of the candy on the market. What then is the 
outstanding difference? To determine this it is necessary 
to judge the three samples individually and record those 
characteristics which are outstanding. 


No. 1 No. 2 No. 3 

Good* Fair* 

High gloss Dull** 

Good Good 

Solid color Solid color 

.... Attractive Fair Poor 

Very attractive Attractive Typically cheap 
**Rough and waxy. 


Results Obtained 


And now we have our story. Flavor was excellent in 
the better merchandise, good in the medium priced item, 
and decidedly poor in the cheapest sample. Too much acid 
had been used in the medium priced and a great excess had 
been used in the cheapest sample. This is one of the faults 
which stands out in the majority of cheap hard candies; 
cheap flavors have been used and double and treble the 
proper quantities of acid have been employed to give a 
false impression of strength to the flavor. This reminds 
one of a radio program, for the carrier wave lends power 
to the broadcast, but the actual sound waves must be good. 
A poor program cannot be corrected by excessive carrier 
power, and neither will good flavor come from mediocre 
flavor plus excess acid. No economy was ever effected in 
money saved on flavors, especially when the “hair tonic” 
type of imitation flavors is employed. 


Color combination. Good 

Appearance .. 

Packaging 
*Acid too high. 


Naturally care exercised in manufacture also has its 
bearing, for the first appeal is always to the eye. It is 
just as true concerning appearance as it is concerning fla- 
vor; the best cannot be too good. One thing we have 
overlooked in our mad rush for mass production, and that 
is the artistry that was the better part of hard candy manu- 
facture “way back when.” The never ending rush of 
melted sugar, with no character and poor color, which is 
constantly flooding the market does not help build con- 
sumer acceptance. 


The reason the first sample sold for a higher price and 
commanded a greater consumer acceptance is due to supe- 
rior workmanship and flavor. The variation in the basic 
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formula did not show a change which would account for 
consumer preference. The medium priced sample would 
have been just as acceptable if as much care had been 
taken in its manufacture and if less acid had been em- 
ployed. The cheaper item is cheaper since it has been 
literally “‘squirted out” and appearance and flavor have been 
given little consideration; daily poundage has been the 
thing. And while the formula could be better balanced, 
an excellent piece of hard candy, second to none, can be 
made from this same formula if proper care is exercised in 
selecting the right flavor, holding down the amount of 
acid used and in placing more stress on the artistry of 
hard candy making. 





WASHINGTON LEGISLATION 





Food and Drug 


House passage of the FTC Amendments Bill does not 
mean the discarding of the Food and Drug Bill (S. 5). 
Chairman Lea expects to press for consideration of the 
measure in the near future. The bill has already passed 
the senate. 


F. T. C. Amendments 


Acceptance of Senate conference report on Federal 
Trade Commission Amendments Bill (S. 1077) appears 
assured, and enactment is likely this month. This bill 
is the same as the measure passed by the House, but has 
some additions and revisions. One would permit the FTC 
to set aside any order after the review period has expired. 
Another section is modified to exempt liability where the 
commodity is used as prescribed or where normally there 
is no bad effect from use, and the same qualification is 
written into the advertising section, which section has 
been strengthened drastically by striking from it the 
language that would have exempted liability when there 
is a difference of opinion between experts. 


Federal Licensing 


Despite conferences of Senators Borah and O’Mahoney 
with the President, the course of the Borah-O’Mahoney 
Bill (S. 3072) for Federal licensing of all corporations 
remains an open question. The National Association of 
Manufacturers has come out with a definite attack on the 
measure, and Senator O’Mahoney forthwith took vigorous 
issue with the Association. 


Resale Price Maintenance 


Bills have been introduced by Celler in the House (H.R. 
9312) and by King in the Senate (S. 3396) to repeal the 
Miller-Tydings Resale Price Maintenance Act. While it 
is improbable that these measures will get far this session 
without Administration support, their introduction is 
significant. Prospects on repeal of this Act are to be 
tied into the entire anti-trust recommendations of the 
Administration. 


Trade-Marks 


The Federal Trade-Mark Registration Bill (H.R. 9041) 
is now before the House Committee on Patents. It pro- 
vides that any trade-mark used in interstate commerce 
shall be registered or deposited at the Patent Office. The 
fee for registration is $15, but the manufacturer may 
elect to deposit his mark for a fee of $2. It is provided 
that every five years an affidavit be filed to prevent the 
mark from being declared abandoned or cancelled. 
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National Confectioners Association 
Unlimbers Advertising Guns! 


Campaign to promote wider use of candy as a 
food to start at once. Manufacturers, jobbers and 
dealers to work together in nation-wide promotion. 


Taking the theme of “Candy is De- 
licious Food—Enjoy Some Every Day”, 
and with the announced intention of 
having 1,000,000 window transfers bear- 
ing this slogan in place by convention 
time, the National Confectioners Asso- 
ciation is opening a major drive to make 
America more candy conscious. 

The nature of the drive and the possi- 
bilities it holds for the advancement of 
the industry were outlined to representa- 
tives of the confectionery business 
papers at a special meeting held at the 
University Club, Chicago, on January 
25th. 


No Burdensome Expense 


Otto Schnering, President of the Cur- 
tiss Candy Company, explained that a 
special advertising and merchandising 
committee, of which he is chairman, has 
been working on the campaign since 
early in 1937, when the committee was 
first appointed by Mr. Thomas J. Payne, 
the Association’s President. 

The chief problem that the committee 
had to solve was by no means easy, ac- 
cording to Mr. Schnering. “In addition 
to working out a plan that could be 
counted on to produce results,” he said. 
“we had to be sure that the plan would 
be one which would not place burden- 
some expense upon manufacturers, job- 
bers or dealers. We believe that the cam- 
paign we are proposing thoroughly 
solves the problem and that everyone in 
the industry will get behind the cam- 
paign in a big way.” The Association’s 
Board of Directors is heartily in favor 
of the plan, he added, having approved 
it in detail last December 6th. 


Developed by Men of Practical 
Experience 


Members of the committee who worked 
with Mr. Schnering in developing the 
campaign are W. C. Dickmeyer, Presi- 
dent of the Wayne Candy Company, and 
Harry Chapman, Vice-President of the 
New England Confectionery Company. 
All members of the committee are men 
who have proved their merchandising 


ability by outstanding records of suc- 
cess in the candy business—a primary 
reason why they were given the responsi- 
bility of developing a practical promo- 
tion program for the industry as a whole. 

Setting out with the determination to 
work out a campaign that would be ac- 
ceptable to manufacturers, jobbers and 
dealers alike, the committee first made 
a thorough study of the promotion work 
done by other trade associations. Adver- 
tising and merchandising experts were 
consulted. Dealers, jobbers and manu- 
facturers were interviewed. Among other 
things, it was discovered that most of the 
effective Association campaigns now be- 
ing conducted had been made possible 
only after much time had been spent in 
raising funds for the purpose. The com- 
mittee felt, however, that the industry's 
need for immediate action made this 
form of procedure quite out of the 
question. 


Campaign Centers Around Slogan 


After all the facts had been assembled 
and several meetings had been held. it 
was decided that something very definite 
and constructive could be done at once 
without the necessity of raising funds in 


advance. The most practical thing to do, 
the committee agreed, was to give the 
industry a slogan which would make it 
possible for everyone in the business to 
tell the same story in the same way. 

Taking a cue from the Florist’s Asso- 
ciation, which has increased sales for 
florists by hundreds of thousands of dol- 
lars with its simple slogan of “Say It 
With Flowers”, the committee began the 
task of developing a candy slogan that 
could be used effectively in the form of 
window transfers, as a message on letter- 
heads and statements, and in other in- 
expensive ways. 


Schnering. the 


says Mr. 
committee chairman, 
“that if we could pack a strong message 
into a few words and then get those 
words before the public on a million 
window transfers and on millions of 
mailing pieces, we would soon have more 


were convinced, 


people doing more thinking about candy. 
And if we could do that, we knew it 
would mean more sales for everyone in 
the business.” 

Food Enjoy 
was the slogan finally 
selected. Like all great advertising ideas, 


“Candy is Delicious 
Some Every Day”, 


(Continued on Page 11) 


THOMAS J. PAYNE, President National Confectioners Association, and Advertising Merchan- 
dising Committee; H. R. CHAPMAN, W. C. DICKMEYER, OTTO SCHNERING, Chairman. 
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S Pp E C | A 4 L £ T T E ~ The letter which was recently mailed which we believe will be of interest 
to manufacturers by the Merchandis- to our readers. For this reason, we 
TO MANUFACTURERS . a ae 


ing-Advertising Committee contains are reproducing the complete letter 
many facts about the campaign _ below. 

















National Confectioners’ Ass’n. 


224 South Michigan Avenue - CHICAGO 


ENJOY SOME) |EVERY DAY! 
es 





Jan. 28, 1938 
TO THE CANDY MANUFACTURER ADDRESSED 


YOUR _GOOD WILL 


Your Association has established a Merchandising-Advertising Committee to work out 
a cooperative merchandising-advertising effort for the National Confectioners' Asso- 
ciation. For six months this Committee has been at work creating a campaign which 
would not only be effective but which could be put into action without the necessity 
of a long, strenuous campaign for the raising of funds. The Board of Directors 
believes that the Committee has developed a plan which is so simple that the cost to 
any manufacturer cooperating will be almost negligible, but which at the same time 
will be very effective because of the combined results obtainable through many sales 
organizations. 


The thought will be to offer, from time to time, at cost, plus a Slight handling charge, 
certain pieces of merchandising-advertising material which can be posted in retail 
establishments, used by the jobbing, retail and merchandising salesmen of each manu- 
facturer, and, in some cases, by the jobber. 


The first pieces which are offered to you, samples of which are attached, consist of 
a transparency which should be placed on retailers' windows, show-cases, doors, 
mirrors, etc., as per instructions on the slip-sheet accompanying each transparency; 
and a combined envelope stuffer and box insert which may be used in your mail to your 
jobbing trade and for a box insert to reach the retail trade. 


The Board of Directors and members of the Committee feel that this program will be of 
such value that they would not wish to be denied an equal chance to participate in 
contacting their trade. It is a purely cooperative plan for the retailer, jobber 
and manufacturer and should establish much good will for the manufacturer who actively 
participates therein. One or a few manufacturers cannot accomplish a great deal with 
; this type of campaign but by concerted cooperative action great good can result from 
s4 such combined efforts. 


Enclosed herewith is an order card. Please specify the quantity of transparencies 
and combined envelope stuffers and box inserts that you can use within a reasonable 
time. The costs of such transparencies and combined envelope stuffers and box inserts 








Bb are as follows: 
TRANSPARENCIES — F.0.B. Cleveland 
: 100 to 500 - $3.00 per hundred 
v 501 to 1,000 - 2.50 * 
1,001 and over - 2.35 * . 
COMBINED ENVELOPE STUFFERS & BOX INSERTS - F.0.B. Chicago 
& ; Up to 2,000 - $ .50 per thousand 
2,001 to 10,000 - “ae * 
10,001 to 25,000 ~ 40 ° . 
j 25,001 to 100,000 - we * 
100,001 and over - soo * . 


Your cooperation will be appreciated not only by the Board of Directors and the 
Committee but by all other manufacturers who have already expressed their desire to 
take an active part in this campaign. 


Sincerely yours, 
MERCHANDISING-ADVERTISING COMMITTEE 


H. R. Chapman 
W. C. Dickmeyer 
Otto Schnering, Chairman 


P. S. Start this campaign by placing the transparency on your own window or in 
an equally prominent position. 











. SPECIAL LETTER of course, necessary in making the listed by means of the letter shown 
»roposed campaign a complete suc- on this page. Reports indicate that 
‘ TO JOBBERS Pf 


cess. The help of this important jobbers everywhere are responding 


The full cooperation of jobbers is, group in the industry is being en- in a most gratifying manner. 
















National Confectioners’ Ass’n. 


224 South Michigan Avenue - - - CHICAGO 


DELICIOUS FOOD 


ENJOY SOME} |EVERY DAY! 
—Z 





Jan. 28, 1938 
TO THE JOBBER ADDRESSED: 


YOUR GOOD WILL 


The Merchandising-Advertising Committee of the National Confectioners’ Association, 
charged with the building of a plan of cooperative merchandising and advertising for 
the members of the Association and their jobbing friends, has been at work for the past 
six months creating a program which would not only be effective but which could be 

put into action without the necessity of a long, strenuous campaign for the raising 

of funds. It is believed that a program so simple and so easily applied has been 
developed that the cost to any jobber cooperating will be almost negligible, but at 
the same time will be very effective because of the combined effort obtainable through 
many sales organizations. 


The thought will be to offer, from time to time, at cost, plus a slight handling charge, 
certain pieces of merchandising-advertising material which can be used by your 
salesmen as they contact the retail trade. 


The first pieces which are offered you, samples of which are attached, consist of a 
transparency which should be placed on retailers’ windows, show-cases, doors, mirrors, 
etc., aS per instructions on the slip-sheet accompanying each transparency; and a 
combined envelope stuffer and box insert which may be used in your mail to your retail 
trade and which the manufacturer will use as a box insert, 


The members of the Committee feel that this program will be of such value that they 
would not wish to be denied an equal chance to participate in contacting their trade. 
It is a purely cooperative plan for the retailer, jobber and manufacturer and should 
establish much good will for the jobber who actively participates therein. 


Enclosed herewith is an order card. Please specify the quantity of transparencies 
and combined envelope stuffers and box inserts that you can use. The costs of such 
transparencies and combined envelope stuffers and box inserts are as follows: 


TRANSPARENCIES — F.0.B. Cleveland 





100 to 500 ~ $3.00 per hundred 
501 to 1,000 - 2.50 * . 
1,001 and over ~ 2.25 * ° 


COMBINED ENVELOPE STUFFERS & BOX INSERTS - F.0.B. Chicago 





Up to 2,000 - $ .50 per thousand 
2,001 to 10,000 - 45 ° . 
10,001 to 25,000 7 -40 " ° 
25,001 to 100,000 - wae * a 
100,001 and over ~ ie a 


Your cooperation will be appreciated not only by the Board of Directors and the 
Committee working on this plan but by all other jobbers and manufacturers who will 
take an active part in this campaign. 


Very truly yours, 
MERCHANDISING-ADVERTISING COMMITTEE 

H. R. Chapman 

W. C. Dickmeyer 


Otto Schnering, Chairman 


P. S. Start this campaign by placing the transparency on your own window or in 
an equally prominent position. 





























































WE'RE FOR IT—THS 


The men who compose the Board of Directors of the National Confectioners: 
Association rank high among the business leaders of the industry and the 
nation. It is, therefore, interesting to note the enthusiastic manner in which 


“The plan you have outlined is 
a most excellent one and I honest- 
ly believe it will have a far reach- 
ing effect.” 


W. E. BROCK, 


Brock Candy Company. 





“If your plans are properly fol- 


lowed, we may all expect decided- 


ly beneficial results.” 


Cc. W. DOUGLAS, 


Secretary, 


Douglas Candy Company. 


“This is the one thing that our 
Industry as a whole should get 


back of 100%.” 


HARRY L. BROWN, 


Brown and Haley. 





Your 


committee have rendered a valu- 


“Sound in every way. 
able constructive program to the 


\ssociation.” 


H. B. FISHER, Vice-President, 


Durand Company. 





“It combines effectiveness and 
elasticity with economy. It is all- 
embracing and beneficially helps 
evervone connected with the in- 
dustry.” 


OTTO G. BEICH, 
Paul F. Beich Co. 





a 


“Your plan seems to be exactly 
what is needed.” 


L. M. GIMBAL, Gimbal Brothers. 


“Attractive, you can depend up- 
on our company supporting same.” 


D. P. HENRY, 


De Witt P. Henry Co. 








Pod 


“Will be of great assistance to 
the candy industry. All members 
as well as the industry at large 
should show their appreciation of 
vour program by giving full co- 
»peration.” 

OLIN DAVIS, 


King Candy Company. 


“We heartily approve of the ad- 
vertising plan. Our company in- 
tends to cooperate with you on 
this plan and make use of its 


various features.” 


Cc. W. GRIGGS. 
Sanitary Food Mfg. Co. 


HSE LEADERS SAY 


these executives endorse the campaign. Without exception, they view the 








program as one which they are glad to back as an Association project 


and also as one which they are pleased to pledge to support as individuals. 





“We will pledge our best co- 
operation in working on_ this 


splendid advertising program.” 
g 


CHARLES F. HAUG, 
President 
Mason, Au and Magenheimer. 





“IT am most confident that the 
results of the program will return 
big dividends to the industry.” 


FRANK J. KIMBELL, 
President, 
Kimbell Candy Company. 


“Your Merchandising-Advertis- 
ing program for the candy in- 
dustry is one that fills a long felt 
need.” 

R. L. HENDERSON, 
Vice-President, 
Norris, Ine. 





“One of the most constructive 
steps that the candy industry has 
ever taken.” 


BOB McCORMACK, 


Bobs Candy & Pecan Company. 





“It is the finest thing that has 
ever been undertaken for the or- 
ganization and | am sure it will 
benefit the industry to a great 
extent.” 


ALBERT HOROWITZ, 
Up To Date Candy Mfg. Co. 


“I feel that you and your com- 
mittee are to be congratulated. 
We will do everything possible to 
cooperate with you and others.” 


GEORGE T. PECKHAM, 
General Manager, 
National Candy Co. 





“Tt is a great idea and my only 
regret is that we haven't had 


something like this before.” 


WALTER T. JOHNSON, 
President, 
The Runkle Company. 


. 





“I feel confident that all the 
manufacturers will give you their 
wholehearted support.” 


GEORGE ZIEGLER CO. 
Herbert G. Ziegler, 
Vice-President. 
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IT CAN BE DONE! 
t 


129, 257,000 
PEOPLE 


( LATEST U.S.CENSUS) 





DESIRED 
ANNUAL 


CONSUMPTION 


PRESENT ANNUAL PER PERSON 
CONSUMPTION 


* 
PER PERSON 





























Regardless of your position 
in the industry or the extent 
of your operations you will 
benefit by this campaign 
exactly in proportion to what 
you put into it. 


Help the industry 
sell more candy 
and youll help 
yourself to greater 
profits! 

















WHAT THE PRESIDENT, OTHER OFFICERS AND THE COMMITTEE SAY 


Everyone in the candy business realizes that there are many 
things whieh could be done to make the business more profit- 
able for all. But realizing the necessity of doing things and 
actually getting them done are two entirely different things. 
In an industry as big and complicated as the confectionery 
business. very little industry promotion can be accomplished 
on a national scale by any one manufacturer or any one 























Cait 


“ 
OE LICIOBS FOOD 








individual. But with the entire industry working as a unit 
through the National Confectioners Association, there is 
practically no limit to the constructive work that can_ be 
done. We believe that all thinking persons in the industry 
will find themselves in accord with the views expressed by 
Mr. T. J. Payne, the Association’s President, and by individ- 
ual members of the Merchandising-Advertising Committee. 





“IT fully realize that most announcements of 
association campaigns are usually accompanied 
by announcements of proposed expenditures 
running into hundreds of thousands of dollars. 
In contrast, the cost of our campaign will be 
very modest indeed. And for that very reason, 
I most earnestly request everyone in the busi- 
ness not to underestimate the possibilities that 
this campaign holds for the industry. Our cam- 
paign can be tremendously successful if we 
try to make it so. Let’s do it!” 
TOM PAYNE, President, 


National Confectioners’ Association. 


CaaS wee 


“With proper cooperation from all branches of 
the Industry, this Program will put our Indus- 
try in its rightful place amongst the established 
food products of the country.” 

A. M. KELLY, Executive Vice-Pres., 


National Confectioners’ Association 





“It has been a pleasure to work with the other 
members of the committee in developing a 
campaign which I think will prove of great 
benefit to the industry. We have done the very 
best job we know how to do. Now we toss 
the ball to you. The manner in which the 
campaign is supported will determine whether 
the individuals in the industry can cooperate 
and work toward a common goal. I believe 
that they can —and that they will.” 
OTTO SCHNERING, Chairman, 


\Merchandising- Advertising Committee 


“The N. C. A. advertising program for 1938 is 
meeting with enthusiastic reception throughout 
the East.” 


HARRY CHAPMAN, Vice-Chairman, 


New England Confectionery Co. 





“IT want to say that this campaign is one 
that I am delighted to support. In addi 
tion t 


) promoting the sale of candy, it 
offers the manufacturer and jobber a real 
opportunity to build good will among deal- 
ers. And believe me, I’ve never yet known 
anyone to suffer from having too much 
good will!” 

W. C. DICKMEYER, Vice-Chairman, 


Merchandising-Advertising Committee 





“Practical, simple, inexpensive and ably de 
vised. There should be no question of full and 
wholehearted cooperation by every member of 
the candy industry.” 
MAX F. BURGER, Secretary, 
National Confectioners’ Assn. 





Page 8a 











WHAT THE CANDY BUSINESS 
PAPERS SAY ABOUT IT 


For many years, the editors of this publication have joined 
with other members of the Candy Business Papers in preach- 
ing the need of a constructive advertising program for the 
industry as a whole. We believe that the campaign which has 


been developed is an important step in the right direction. 
If the results of the campaign prove to be as successful 
as we believe they will be, everyone who makes a living from 
the industry will begin to see the powerful possibilities 
offered by continued advertising and a strong united front. 
The Candy Business Papers are unanimous in their praise of 
the program and express their willingness to cooperate in 
every way possible. 


Almost every publication in the confectionery field was represented in this meeting at which 
the campaign was announced. The announcement was received with enthusiastic applause. 


“| was particularly im- 
pressed by the simplic- 
ity of the plan together 
with the fact that it has 
heen made very easy for 
all units of the industry 
to co-operate.” , 
PRUDENCE 
ALLURED, 
Publisher of Manufac- 
turing Contect.oner. 


“This ¢ ampaign of Collective Cooperation 
is sound. its objective attainable through 
application of such enlightened enthusiasm 
as every candyman owes his industry and 
his own individual enterprise. The cam- 
paign’s slogan is a natural to be sold “as is” 
to every man, woman and child in these 
United States. Sell it as you've never sold 


anvthing before.” ceed 


ty 
THOS. F. SULLIVAN, Business Mer.. CLARENCE M.SWITZER. Adv. Mer., 


Confectionery & Tce Cream World. 


International Confectioner. 


“Collective Cooperation plan of the National 
Confectioners Assn. is simple and inexpen- 
sive. The candy industry should get behind it.” 


F. W. HARVEY, Pres. Conf. News, Phila. 





“A program so simple and yet so fun- 
damentally sound cannot fail to suec- 

























“This plan of ‘Collec- 
tive Cooperation,’ offers 
a direct and logic al 
means of making every 
man, woman and child 
greater candy consum 
ers, 

ALVA H. COOK, 

Publisher, 

The Northwestern 

Confectionet 


“A comprehensive advertising plan that 
will gain in favor as it is unfolded to our 
industry.” 

M. H. GARBER. Vice-President, 


Confectioners Journal Pub. Co. 


“The basic soundness and simplicity of 
the plan assures the success of its pur- 
pose.” 

GERTRUDE KLUCK., Editor, 


The Northwestern Confectioner. 
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THE MIGHT OF A MILLION! — 


One million window transfers in place 
by convention time! That’s the goal of 
the Association. And just to get an idea 
of what this really means, think of it this 
way. While each transfer occupies only 
a few square inches of space, 1,000,000 
transfers placed side by side would 
stretch across the country a distance of 


more than 94 miles! 


Think of such a gigantic billboard 
working for you—-suggesting to millions 
of people that they eat more candy 
and giving them a sound, convincing rea- 
son why they should eat it. The possible 
effect on sales is almost beyond calcula- 
tion. And this effect is strengthened 
rather than lessened by the fact that in- 
stead of one mammoth billboard, a mil- 
lion small ones, in the form of transfers. 
will be at work in every city, town and 


village in the country. 


In the majority of cases, the message 
is going to be displayed right where it 
will do the most good—at the point oj 
sale. It will create a buying impulse at 
the time and place where that impulse 


can be easily satisfied. 


Day after day, week after week and 
month after month, the might of a mil- 
lion messages on as many windows will 
be building sales for you. And _ the 
power of these million messages will be 
multiplied still further by countless 
repetition of the industry’s new slogan 
on letters, package inserts and all kinds 


of advertising. 


It is to your interest to do your share 
in making the campaign a success. Will 
you do it? Let’s start off with a bang 
and never stop until we've done a bang- 
up job. Remember the goal. 1.000.000 


transfers by convention time! 








— 








Examples of Publicity by Use 
of Transfers : 














THIS ILLUSTRATES HOW THE TRANSFER SHOULD BE PLACED ON THE BACK 
WINDOW OF SALESMEN’S CARS-—MAY ALSO BE PLACED ON RIGHT / 
HAND CAR WINDOWS. 


ON DOORS AND WINDOWS, THE EMBLEM SHOULD BE PLACED AT EYE-LEVEL 
WHEREVER POSSIBLE. 





ENJOY SOME EVERY DAY 
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THE WHY OF 
THE SLOGAN 


There are sound reasons behind the 
choice of the slogan, “Candy is Delicious 
Food-——Enjoy Some Every Day”. 

In the first place candy is a food. 
And that fact can never be driven home 
too often. For food is a necessity. And 
people who buy candy as a food spend 
their money for it ungrudgingly. They 
purchase candy often instead of only 
occasionally. 


In other words, if more and more peo- 
ple can be made to think of candy as a 
food that has a definite place in the daily 
diet—there is no question that the result 
will be a tremendous increase in the con- 
sumption of candy each year. 

Candy as a dessert, as a between-meal 
energy food, as the perfect answer to 
hunger at any time of the day or night 

that’s the way candy should be re- 
garded—the way the industry wants it 
to be regarded. 

And the slogan that has been selected 
by the Association will go a long way 
toward causing candy to be thought 
about in just this way. Furthermore, con- 


UNLIMBERS ADVERTISING GUNS! 


(Continued from page 1) 


it is simple and to the point. Yet, achiev- 
ing this simplicity was a problem in it- 
self. Literally hundreds of ideas were 
considered and discarded before the word- 


ing was considered entirely satisfactory. 


A Few Words Can Move Nation 


Referring to the power of a few words 
repeated over and over again throughout 
the nation, the committee points out that 
three words, “Remember the Maine”, 
once sent this country to war and that 
“Millions for Defense but Not One Cent 
for Tribute” resulted in making the seas 
safe for American shipping. 

To make it easy for everyone in the 
industry to cooperate in getting the new 
slogan before the public, the Association 
has developed, in addition to the window 
transfer, a package and envelope enclo- 
sure, and a variety of cuts and logotypes 
which can be used in printing the slogan 
on bills, 


matter. 


stationery and advertising 

It is the opinion of the committee that 
the majority of manufacturers and job- 
bers will be glad to cooperate by having 


their salesmen put up the transfers on 
retailers’ windows and explain to their 
customers about the other ways in which 
they can use the slogan. It is also ex- 
pected that the majority of salesmen and 
retailers will use the transfers on their 
automobiles. 


Honor Roll to be Used 


To get the entire program under way 
with the greatest possible speed, approxi- 
mately 11,000 letters with return post 
cards have been mailed to manufacturers 
and jobbers. The letter explains the plan 
in detail and the post card is an order 
form which needs only to be filled out. 
stamped and dropped in the mail. 


According to last minute reports, the 
cards are already coming in at a most 
satisfactory rate. Careful records of all 
orders are being kept so that everyone 
cooperating may receive due credit for 
his work in behalf of the industry. An 
“Honor Roll” showing the names of 
those ordering campaign material, will 
be released for publication from month 
to month as the campaign proceeds. 


stant hammering away on this idea will 
do much to forestall so-called “luxury 
taxes.” Candy is not a luxury and should 
never be permitted to be taxed as such. 

But the real worth of this idea, like 
any other, will be determined by the ex- 
tent to which it is put into effect. If 
every one in the industry will do his and 
her part to put the slogan over, the result 
can’t help but be a worth-while gain for 
the industry and greater opportunities 


for all. 





HONO 
ROLL 


This space is re- 








served forthe 
names of those 
who 


“SAY IT WITH 
ORDERS!” 


for slogan trans- 
fers and inserts! 


Will your name 
be here next 
month ? 
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FOR YOUR CONVENIENCE IN ORDERING, 
THERE'S A COUPON BELOW. With a desire to co- 
operate with the Association in every way possible, 
we are showing, on this page pictures and descrip- 
tions of the material now available for use in the cam- 


Electro Mounted on 
Wood. | Color. 
| Inch Square. 
Each 40c 


F.O.B. Chicago 


No. 103 


Electro Mounted on 
Wood. | Color. 
¥, Inch Square. 
Each 40c 
F.0.B. Chicago 


No. 104 


Electro Mounted on 
Wood. I Color. 
Vz Inch Square. 
Each 40c 


F.O.B. Chicago 


ENJOY SOME 


(Above electro can be had in following sizes.) 
. 105 Electro Mounted on Wood. | Color. 7/gx9!/, 
in. Each 60c. F.O.B. Chicago. 
. 106 Electro Mounted on Wood. | Color. 5x7 
in. Each 55c. F.O.B. Chicago. 
. 107 Electro Mounted on Wood. 5/16x3!/, in. | 
Color. Each 45c. F.O.B. Chicago. 
. 108 Electro Mounted on Wood. 3 / 16x2!/, in. | 
Color. Each 35c. F.O.B. Chicago. 
7 
(Illustrated on Cover) 
BEAUTIFUL TRANSPARENCIES—the official insignia, 
shown at right, in five attractive colors: Gold, Red, 
Blue, Gray and White. To be placed on doors, win- 
dows, show cases, etc. 
No. 100 Transparency, 534x534 in. 
Prices: 100to 500, $3.00 per hundred; 
501 to 1,000, 2.50 per hundred; 
1,001 and over, 2.25 per hundred. 
F.O.B. Cleveland, Ohio. 


COMBINATION ENVELOPE STUFFER AND 
BOX INSERT 
Up to 2,000 
2,001 to 10,000 
10,001 to 25,000 
25,001 to 100,000 35c ‘ 
100,000 and Over 30c 
F.0.B. CHICAGO 


50c Per Thousand 
45c Lal Lal 
40c al we 


ON 
ON 
ON 

1 
ON 
ON 
ON 
ON 


yout / 
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EVERY DAY, 


‘ON 


A>uasedsuesj—O0| 


paign. Any of this material can be secured simply by 
filling out and mailing the coupon below. The en- 
velope containing the coupon should be addressed as 
follows: National Confectioners’ Association, 224 
So. Michigan Avenue, Chicago. 








THE CONFECTIONERY 
INDUSTRY 


is cooperating in a plan to build a larger 
candy business with greater profits for all. 

A participant in this campaign will 
soon call on you and offer, at no cost to 
you, an insignia which will show your 
active support. This campaign has been 
designed to assist in developing a larger 
candy business with greater profits for all. 


Cooperate and profit thereby. 


i ' 
ENJOY SOME EVERY DAY 


NATIONAL CONFECTIONERS’ ASSOCIATION 
Advertising-Merchandising Committee 
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Wels ONDUSTRYS CANDY CLINIC 


HELD MONTHLY BY THE MANUFACTURING CONFECTIONER 


The Candy Clinic is conducted by one of the most experienced superintendents in the candy 
industry. Some samples represent a bona-fide purchase in the retail market. Other samples 
have been submitted by manufacturers desiring this impartial criticism of their candies, thus 
availing themselves of this valuable service to our subscribers. Any one of these samples may 
be yours. This series of frank criticisms on well-known, branded candies, together with the 
practical “prescriptions” of our clinical expert, are exclusive features of the M. C. 


THIS MONTH 


CHEWY CANDIES; CARAMELS;: 


Code 2A 38 
Salted Pecans—1!/, 0z.—10c 


(Purchased in a railroad station, Chi- 
cago, IIl.) 

Package: Plain cellulose bag. 

Color of Nuts: Good. 

Texture: Good. 

Salting: Good. 

Taste:* Good. 

Size of Nuts: Large. 

Pieces: A few. 

Remarks: Suggest that name and ad- 
dress be printed on bag to avoid 


trouble. 
Code 2B 38 
Rum and Butter Toffee—1 Ib.—35c 


(Purchased at a candy stand in a rail- 
road depot, Chicago, III.) 

Package: Sold in bulk. Each piece has 
a red wrapper printed in gold. 

Color: Good. 

Texture: Good. 

Flavor: Good. 

Remarks: This is the best rum and 
butter toffee that the Clinic has ex- 
amined this year. 


Code 2C 38 
Salted Cashew Nuts—'4 oz.—5c 


(Purchased at a candy counter, Chi- 
cago, Ill. 

Appearance of Package: Good. Printed 
cellulose bag. 

Size: Good. 

Roast: Good. 

Texture: Good 

Salting: Good. 

Taste: Good. 

Size of Nuts: Small. 

Pieces: A few. 


FEBRUARY, 1938 


SALTED NUTS 


Remarks: This is one of the best 5c 
bags of salted cashew nuts that the 
Clinic has examined this year. 


Code 2D 38 
Walnut Taffy—2%4 0z.—5c- 

(Purchased in a railroad depot, Chi- 
cago, Il.) 

Appearance of Package: Good; 20 
pieces single and printed wax wrap- 
per, packed into a printed tray, cel- 
lulose band. 

Size: Good. 

Color: Good. 

Texture: Good 

Flavor: Good. 

Remarks: This is the best piece of its 
kind on the market. Piece is well 
made and has a good walnut taste. 


Code 2E 38 


Coconut Crunch—2 o0z.—5c 

(Purchased in a railroad depot, Chi- 
cago, Ill.) 

Package: Two sponge bars coated with 
toasted coconut, wrapped in a printed 
cellulose wrapper. 

Coconut: Good. 

Bar Texture: Good. 

Taste: Good. 

Remarks: A different and good eating 
bar. Piece is well made and is large 
looking. Bar should be a good seller. 
Suggest it be watched when the hot 
weather comes as a bar of this kind 
does not stand up during the hot 


weather. 
Code 2F 38 


Almond Butter Toffee—1 oz.—5c 
(Purchased in a railroad depot, Chi- 
cago, Ill.) 


Appearance of Bar: Good. Printed cel- 
lulose wrapper. 

Size: Good. 

Coating (Light): Good. 

Center— 
Color: Good. 
Texture: Good. 
Taste: Good 

Remarks: This is the best crunch 
bar the Clinic has examined this 
year. Most of the crunch bars on 
the market are anything but crunch 


bars. 
Code 2G 38 


Licorice Ovals—1¥g 0z.—5c 

(Purchased in a railroad depot, New 
York City.) 

Appearance of Package: Good. Pieces 
packed in a white printed tray, cel- 
lulose wrapper. 

Size: Good. 

Color: Good. 

Texture: Good. 

Taste: Fair. 

Remarks: Piece is well made but lico- 
rice flavor is not as good a flavor as 
we find in other licorice pieces. 


Code 2H 38 


Licorice Whirls—144 o0z.—5c 

(Purchased in a drug store, New York 
City.) 

Appearance of Package: Good. White 
board, printed cellulose. Piece is a 
licorice ribbon rolled up. 

Size: Good. 

Texture: Good. 

Licorice Flavor: Good. 

Remarks: One of the best licorice 
flavored pieces on the market. 
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Code 21 38 


Molasses Chews—6 pieces—5c 

(Purchased in a drug store, New York 
City.) 

Appearance of Package: Good; 6 pieces 
on a’piece of chocolate board, cellu- 
lose wrapper, blue and gold seal. 

Size: Good. 

Coating (Dark)— 

Color: Good. 
Gloss: Good. 
Strings: None. 
Taste: Good 

Center (Pulled Molasses Candy)— 
Texture: Good. 

Flavor: Good. 

Remarks: This is a good eating piece 
of molasses candy, well made. 


Code 2J 38 


Caramel Roll—2 oz.—5c 

(Purchased in a drug store, New York 
City.) 

Appearance of Package: Good. Inside 
wrapper of wax paper, outside wrap- 
per of foil, brown band printed in 
gold. 

Size: Good. 

Color: Good. 

Texture: Good. 

Taste: Fair. 

Remarks: The Clinic has examined this 
piece a number of times, but this 
sample is not as good as it used to 
be. Piece lacked flavor and the qual- 
ity is not up to standard. Piece had 
a very cheap caramel taste. 


Code 2K 38 


Butterscotch Caramels—1 1b.—15c 

(Purchased in a department store, Chi- 
cago, Ill.) 

Appearance of Piece: Good. Sold in 
bulk. Printed wax wrappers. 

Color: Good. 

Texture: Good. 

Flavor: Good. 

Remarks: This is the best piece of its 
kind that the Clinic has examined 
this year. 


Code 2L 38 


Chocolate Covered Molasses Chips— 
1 Ib.—10c 


(Purchased in a department store, Chi- 
cago, Ill.) 

Package: Sold in bulk. 

Coating (Light): Fair. 

Center— 
Color: Good. 
Texture: Good. 
Taste: Good 

Remarks: At the price of 10c the pound 
nothing can be said. 


Code 2M 38 


Chocolate Covered Caramels— 
1 Ib.—39c 


(Purchased in a department store, Chi- 
cago, Ill.) 

Package: Sold in bulk. 

Coating (Dark): Good for this priced 
candy. 

Center— 
Color: Good. 
Flavor: Fair. 
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CANDY CLINIC FOR MARCH 
The next M. C. Candy Clinic will be on Assorted One-Pound 
Boxes of Chocolates, and samples for analysis must be received. 
in duplicate, by “The Manufacturing Confectioner” not later than 
February 25. This announcement is made because many samples 
are sent in at the wrong season. The Clinic Calendar, which 
appears on one of these pages, gives the schedule for all months 








of the year, except June. C 





samples. Our readers are offered this service without charge. 
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Taste: Good. 
Remarks: Piece eats more like a soft 
taffy than a cream caramel. 


Code 2N 38 
Halvah—!/, lb.—10c 
(Purchased in a chain store, Chicago, 

Ill.) 

Package: Cellulose bag used. 

Size of Piece: Good. Piece was very 
greasy. 

Texture: Good. 

Taste: Good for a Halvah. 

Remarks: We seldom have samples of 
a Halvah to examine, but this piece 
either contains too much grease or 
butter as it had settled in the bag and 
on the outside of the piece. 


Code 20 38 


Milk and Honey Caramels— 
21/4, 0z.—5Sc 

(Purchased at a newsstand, Boston, 
Mass.) 

Appearance of Package: Good. White 
boat, printed cellulose wrapper. Each 
caramel wrapped in cellulose. 

Size: Good. 

Texture: Good. 

Taste: Good. 

Remarks: A good eating caramel. The 
honey flavor could be hardly tasted. 
Piece tasted like a vanilla caramel. 


Code 2P 38 


Peanut Butter and Molasses—About 
1 oz.—lIc 

(Purchased in a confectionery store, 
New York City.) 

Appearance of Piece: Good. Printed 
wax wrapper. Hard molasses, pea- 
nut butter center. 

Size: Good. 

Color: Good. 

Jacket: Good. 

Center: Good. 

Texture: Good. 

Taste: Good. 

Remarks: This is a good lc piece. 


Code 2Q 38 


Chocolate Coated Nougat—3 bars— 
11/, 0z.— 5c 
(Purchased in a railroad depot, New 
York City.) 
Appearance of Package: Good. Printed 
cellulose wrapper. 
Size: Good. 
Coating (Light)— 
Color: Good 
Gloss: Good. 
Taste: Fair. 
Center— 
Texture: Good. 
Taste: Fair. 


THE 


Remarks: Coating is not up to the 
standard for 5c bars. The center 
lacked flavor. Suggest that a good 
honey flavor be used. 


Code 2R 38 
Salted Almonds—1 oz.—10c 


(Purchased in a railroad depot, New 
York City.) 

Appearance of Package: Small; cellu- 
lose bag, yellow printed clip on top. 

Size of Almonds: Small. 

Roast: Too dark. 

Salting: Good. 

Taste: Fair. 

Remarks: The high roast spoiled the 
taste of the almonds. 


Code 2S 38 
Assorted Gum Toys—2 oz.—5c 


(Purchased in a railroad depot, New 
York City.) 

Appearance of Package: Good. White 
tray used, printed cellophane wrap- 
per. Pieces are made in the shape of 
animals, etc. 

Size: Good. 

Colors: Good. 

Texture: Good. 

Flavors: Good. 

Taste: Good. 

Remarks: This is a good novelty pack- 
age for the kiddies and neatly put up. 


Code 2T 38 


Molasses Peppermint Kisses 
1 lb.—30c 

(Purchased at a candy store, San Fran- 
cisco, Calif.) 

Package: Sold in bulk; each piece had 
a plain wax wrapper. 

Color: Good. 

Texture: Partly grained. 

Flavor: Good. 

Remarks: Kisses need checking up as 
they were partly grained. 


Code 2U 38 


Chocolate Caramels—2 oz.—5c 

(Purchased at a candy stand, San Fran- 
cisco, Calif.) 

Package: Eight pieces wrapped in cel- 
lulose, gold printed band, cellulose 
wrapper. 

Color: Good. 

Texture: Good. 

Taste: Fair. 

Remarks: Caramels were good eating 
but lacked chocolate. Suggest a good 
liquor chocolate be used to give the 
piece a good flavor. 


Code 2V 38 
Assorted Salted Nuts—1 Ib.—$1 


(Purchased at a candy store, San Fran- 
cisco, Calif. 
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Package: Pecans, almonds and.cashews. 
Sold in bulk 

Roast: Good. 

Texture: Good. 

Salting: Good. 

Size of Nuts: Large. 

Pieces: Very few. 

Assortment: Too small. 

Remarks: The quality of the nuts was 
of the best, good eating salted nuts. 
Suggest a larger assortment by add- 
ing filberts, brazils and walnuts. 


Code 2W 38 


Caramels—2 oz.—5c 

(Purchased in a cigar store, Boston, 
Mass.) 

Appearance of Package: Good; 5 pieces 
of caramel on a white printed board, 
cellulose wrapper. 

Size: Good. 

Vanilla and Chocolate— 

Colors: Good. 
Texture: Good. 
Flavors: Good. 

Remarks: This is the best 5c caramel 

that the Clinic has examined this 


Code 2X 38 


Nut Caramels—1!/, 0z.—5c 

(Purchased in a retail candy store, Bos- 
ton, Mass.) 

Appearance of Package: Good; 7 wax 
wrapped caramels on a board, cellu- 
lose wrapper. 

Size: Good. 

Color: Good. 

Texture: Good. 

Taste: Had a scorched taste. 

Remarks: Piece needs checking up; 
either nuts were roasted too high or 
batch was burnt while cooking. 


Code 2Y 38 
Salted Nuts—1 Ib.—60c 


(Purchased in a drug store, New York 
City.) 

Package: Sold in bulk. 

Assortment: Cashews, brazils, pecans 
and walnuts. 

Roast: Good. 

Texture: Good. 

Salting: Good. 

Size of Nuts: Good. 

Taste: Good. 

Remarks: Assortment contained almost 
all cashew nuts, also a large amount 
of pieces. Walnuts had a bad taste. 
Nuts are not up to standard of this 
priced salted nuts. 


Code 2Z 38 


Licorice Toffee—1 Ib.—19c 

(Purchased in a drug store, New York 
City.) 

Package: Pieces wrapped in cellulose 
wrappers. Sold in bulk. 

Colors: Good. 

Texture: Good. 

Flavor: Good. 

Remarks: Toffee is well made. One of 
the best at this price. 


Code 2aa 38 


Assorted Salted Nuts—!/, oz.—5c 
(Purchased in a railroad depot, Bos- 
ton, Mass.) 


FEBRUARY, 1938 





APRIL—Foreign Candies 


Kinds of Candies 





CANDY CLINIC SCHEDULE 
FOR 1938 


The monthly schedule of the CANDY CLINIC is listed below. 
When submitting items, send duplicate samples by the Ist 
of month preceding the month scheduled. 
JANUARY—Holiday Packages: Hard Candies 
FEBRUARY—Salted Nuts: Chewy Candies; Caramels 
MARCH—Assorted One-pound Boxes of Chocolates 


MAY—Easter Candies and Packages: Moulded Goods 
JULY—Gums and Jellies: Marshmallows 
AUGUST—Summer Candies and Packages; Fudge 
SEPTEMBER—Bar Goods of all types 

OCTOBER—Home Mades: 5c-10c-15c-25c Packages Different 


NOVEMBER—Cordial Cherries: Panned Goods; lc Pieces 


DECEMBER—Best Packages and Items of Each Type Consid- 
ered During Year: Special Packages: New Packages 








Appearance of Package: Fair. Plain cel- 
lulose bag. 

Contents: Cashews, brazils and pecans. 

Roast: Good. 

Texture: Good. 

Salting: Good. 

Size of Nuts: Medium. 

Pieces: A few. _ 

Remarks: Nuts were good eating; as- 
sortment contained mostly cashews. 


Code 2bb 38 
Salted Nuts—1 oz.—10c 


(Purchased in a drug store, Boston, 
Mass.) 

Appearance of Package: Good. Cellu- 
lose bag, brown printed clip on top. 

Contents: Almonds, cashews, pecans, 
brazils and filberts. 

Roast: Good. 

Texture: Good. 

Salting: Good. 

Size of Nuts: Good. 

Pieces: None. 

Remarks: The best 10c bag of salted 
nuts that the Clinic has examined 
this year. 


Code 2cc 38 


Rum and Butter Toffee—1 lb.—24c 
(Purchased in New York City.) 
Appearance of Package: Good. Printed 
cellulose bag. Each piece had a red 
wrapper printed in gold. 

Size: Good. 

Color: Too light. 

Texture: Partly grained. 

Flavor: Good. 

Remarks: Toffee is not up to standard. 

Some of the pieces were completely 





grained. Color is too light for < 
toffee of this kind. Suggest formula 
be checked. 


Code 2dd 38 
Molasses Taffy—6 oz.—10c 
(Purchased in a drug store, New York 
City.) 
Appearance of Package: Fair. 
Box: One-layer box, white top printed 
in blue, tied with blue grass ribbon. 
Appearance of Box on Opening: Good. 
Coating (Dark)— 
Gloss: Good 
Strings: Machine. 
Taste: Bad. 
Center— 
Texture: Good. 
Flavor: Fair. 
Remarks: The center of piece is fair 
but the coating is of the cheapest kind 
and had a bad taste. 


Code 2ee 38 
Caramels—4 oz.—10c 


(Purchased in a drug store, New York 
City.) 

Package: Sold in bulk, cellulose wrap- 
per, plain cellulose bag. 

Contents: Vanilla, chocolate and lico- 
rice caramels. 

Colors: Good. 

Texture: Partly grained. 

Flavors: Good. 

Remarks: Formula needs checking up 
as all the caramels were partly 
grained. These caramels are not up 
to standard of 40c per pound cara- 
mels. 
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The Industry Gets a Plan 


LL elements of the confectionery industry are invited 
by the Merchandising-Advertising Committee of the 
National Confectioners’ Association to participate 

in a plan that has as its object the increasing of candy 
consumption in the United States from the present 16 
lb. per capita to 20 lb. per capita. The expenses of pre- 
paring all the details of this plan have already been met, 
and the members of the Committee and N.C.A. officers 
have given generously of their time in disseminating in- 
formation of this plan in order to get the movement 
under way. Hence, there is not much left for the rest 
of the industry to do but to spread the slogan “Candy 
Is Delicious Food—Enjoy Some Every Day” far and wide 
by obtaining transparencies carrying this slogan, which 
the N.C.A. is providing at cost, and see that these are 
put in windows, on the doors and counters of every retail 
establishment in the country handling candy, and also 
on delivery trucks and in conspicuous places where the 
public will see them. One of these transparencies is il- 
lustrated in color on the front cover of this issue. 

The plan itself is very simple, its details have been 
well thought out, and the stage could not have been 
better set for its presentation, for which the Merchandis- 
ing-Advertising Committee deserves the gratitude of the 
entire industry. The Committee shouldered the drudgery 
of preparing a workable plan, and put aside any personal 
ambitions that they might have as friendly competitors. 
The Collective Cooperation Plan, as they call it, is so 
complete in detail and simple in operation that every 
establishment and every individual in the industry can par- 
ticipate without hardship. With the preliminary work over, 
the operation of the plan will not become burdensome to 
anyone, either in time or money. 

Any workable plan to increase candy consumption must 
be directed to the consumer. The Collective Coopera- 
tion Plan does just that through the suggestion that is 
conveyed by a suitable slogan attractively displayed. But 
it is up to the industry itself to see that every place where 
confections are sold there is visual evidence of the hand- 
work of the plan in the form of these transparencies. To 
round out the plan, there have been prepared envelope 
stuffers and box inserts, as well as electrotypes that can 
be used on candy wraps and on letterheads, announce- 
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ments, in advertisements, and on other kinds of printed 
or display matter. 

The goal is the placing of a million of these trans- 
parencies before N.C.A. Convention time in June, and 
the Committee is not alone in the belief that this goal 
will be reached on or before scheduled time. With that 
accomplished, the Committee’s work does not end, but 
further plans will undoubtedly be made looking toward 
combatting prejudicial notions against candy and in- 
creasing its favorable acceptance as a staple food. 

Keen foresight and understanding are evident in the 
details of the plan, and the campaign has had a most 
propitious launching from coast to coast, as reported else- 
where in this issue. 

Rather than to share the burden of promotion of the 
plan evenly with the entire industry, the Committee and 
a few others have chosen to bear most of it themselves, 
thereby easing the load for everybody else. Every firm 
and individual in the industry will share in the benefits 
from this plan. It will not be burdensome to anyone 
to do his part, and do it well. If everybody participates, 
all will benefit. 


A Candy Slogan 


LOGANS have won wars, elected presidents, saved the 
lives of babies, increased consumption of many ar- 
ticles from automobiles to soap, and changed the 

florist shop from a hole-in-the-wall to a respectable look- 
ing establishment. A good slogan can accomplish almost 
anything. The candy industry now has a good slogan. 
It’s displayed at the bottom of this page, and again on 
the front cover. We’re confident it will help to sell candy 
by breaking down prejudice and by the suggestion it con- 
veys. The housewife, when she buys a loaf of bread, 
will see the slogan and be reminded that candy also is 
food. The purchaser of cigarettes will see the slogan 
and be told that candy is delicious. They won’t all buy, 
of course, but the slogan will do its good work by leav- 
ing the impression on the mind of the customer, and each 
time those words will sink in just a little deeper. It’s 
a good slogan. It deserves a good display. 


It will bring 
good business. 
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| You can’t sell buggies in a streamline age! 
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We sell the newest thing for Bulk Candies— They want someth ng ed 
Pectin—These new bulk goods mean profits ol F W ' ) 


Sure, times are better. People are buying. Happy ee 8 er o 
days are here again. But—are you getting your gs ae. 
share of the new dollars that are rolling—specifi- j <5) S gee : 
cally—in your Jelly Goods line? Some of the boys > 9 
are—with Pectin—and here’s why: 

If you want to profit now, dress up your line with 
new merchandise. People aren’t interested in buyin 
the same old stuff they ve had ever since the Spanish 
War. That’s why there are new model automobiles 
every year—why the railroads run streamline trains. 

Pectin goods are new. Clear, sparkling, colorful 
—they have new eye-appeal. Tender, tangy, delight- 
fully zestful to eat. They give a new taste thrill. 

They're the kind 1937 quality buyers like and will 
pay for. 

And best news of all—they keep your costs down. 
Exchange Citrus Pectin, world’s best for confec- 
tioners, is selling today at lower prices. It’s easy to 
handle, sets quickly. You get a day's run out ina day. 
Requires no drying room. Longer shelf-life, too. 

Send for free sample. Don’t take 
our word for it. Prove it for your- 
self. Use coupon—today! 


Products Department, Sec.202, Ontario, California 


Pectin and formulas, together with complete instruction manual. 


CITRUS PECTIN for 
CONFECTIONERS 


PRODUCTS DEPARTMENT 
CALIFORNIA FRUIT GROWERS EXCHANGE 


189 W. Madison St., Chicago, IIl. Ontario, California 99 Hudson St., New York, N. Y. 


Company 





We accept your offer to send us a generous sample of Exchange Citrus | 





| Street__ 


| city —— nicsoiagiebay pet 





| Mark for attention of_ 
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Carries Story From Coast to Coast of 
N. C. A. Merchandising 


The Collective Cooperation Plan advanced by the Mer- 
chandising-Advertising Committee of the National Con- 
fectioners’ Association, the details of which are outlined 
elsewhere “in this issue, has been enthusiastically received 
in a series of meetings held from coast to coast. 


In Boston, on January 31, the plan was explained before 
a meeting sponsored by the New England Manufacturing 
Confectioners’ Association, which was addressed by Otto 
Schnering, chairman of the Merchandising-Advertising 
Committee of the N.C.A. After the meeting nine New 
England firms placed orders for decalcomanias, the dis- 
play of which is a part of the general plan. 

Mr. Schnering also conducted a luncheon meeting at 
the Hotel Pennsylvanian in New York City on February 
3, under the auspices of the Association of Manufacturers 
of Confectionery and Chocolate of the State of New 
York, and on February 7 he addressed a meeting of Penn- 
sylvania candy manufacturers in Philadelphia. 

In the Central States, the details of the plan have been 
carried to many groups by Max F. Burger, secretary of 
the National Confectioners’ Association, who met with 


eect. 


OTTO SCHNERING 


manufacturers of Minneapolis and St. Paul in the St. Paul 
Athletic Club, where five firms placed orders for decal- 
comanias carrying the slogan “Candy Is Delicious Food— 
Enjoy Some Every Day.” Mr. Burger also carried his mes- 
sage personally to firms in Sioux Falls, $. D., Sioux City, 
Iowa, Council Bluffs, lowa, and Omaha, Nebr. 

A. M. Kelly, executive vice-president of the National 
Confectioners’ Association, on his way to the Pacific 
Coast, addressed a meeting in Denver on February 2, which 
was attended by jobbers of groceries, confectionery and 
tobacco as well as retail and wholesale candy manufac- 
turers. Mr. Kelly also addressed the annual convention of 
the Western Confectioners’ Association, held in Los 
Angeles, February 7 to 10. Mr. Kelly’s itinerary included 
stops at Salt Lake City, San Francisco, Portland and 
Seattle. 

The South is hearing about the plan through a series 
of meetings addressed by Mr. Burger held in Fort Worth, 
Dallas, and other cities. Mr. Burger’s itinerary also includes 
Kansas City, Cleveland, Pittsburgh and Indianapolis. 

These series of meetings will culminate in a large one 
in Chicago, tentatively scheduled for Wednesday, February 
16, at which Mr. Schnering will describe details of the 
plan to Chicago manufacturers and other interested groups. 

Headquarters of the National Confectioners’ Associa- 
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tion have already received orders from more than 50 firms 
and associations for decalcomanias. It is the plan of the 
Merchandising-Advertising Committee to have more than 
a million of these “decals” placed in windows, on trucks 
and in other places where the public will see them, before 
convention time in June, and it is the belief of the Com- 
mittee, as well as of many in the trade, that this cam- 
paign will be instrumental in increasing the per capita 
consumption of candy from 16 lbs. to 20 Ibs. within one 
year. 





Detroit Candy Show to Be Held 
September 26-28 


The great success of the candy show held in Detroit 
last fall has caused the sponsoring groups to decide on a 
similar one this year, to be known as the Second Annual 
Detroit Candy Show. The date of September 26 to 28 
has been selected, and the place of the show will be the 
Italian and Crystal Ball Rooms in the Book-Cadillac Hotel. 

The sponsors are the Wolverine Candy Club, of which 
L. R. McLean is president, and The Detroit Confectioners’ 
and Tobacco Jobbers’ Association, of which Calvin Gauss 
is president. The secretary-treasurer of the show is J. A. 
Dillon, and the director is D. Trager. The Milo Arts and 
Decorating Co. will have charge of the layout of floor 
space and erection of all booths and placing of decora- 
tions. Both of the sponsoring organizations will assist 
the Detroit Sweetest Day Committee in their plans. 

Booth No. 1 of this year’s show has already been re- 
served by T. J. Payne, president of the National Con- 
fectioners’ Association, for the Reed Candy Co. Other 
reservations have been made by L. R. McLean for the 
Williamson Candy Co., H. J. Glickman for the Queen 
Anne Candy Co., L. R. Grady for Bunte Bros., W. H. 
Pritz for the John Mueller Licorice Co., J. Bianco for the 
B. & G. Candy Co., and Ralph Ziegler for the Geo. 
Ziegler Co. 

A sales contest for jobbers’ salesmen, as well as other 
features, is expected to make this show even more suc- 
cessful than last year’s. 


Confectionery Sales in 1937 
Exceed $350,000,000 


Comparative sales figures from 284 manufacturers for 
both 1937 and 1938 show an increase of 6.1% in dollar 
sales of confectionery and competitive chocolate products 
in 1937 over 1936, according to a Department of Com- 


merce report. Taking these Department of Commerce 
figures as a base, one arrives at the rough estimate of 
$360,000,000 as the 1937 sales for the entire industry. 

The comparative figures for the two years show that 
in 1937 the sales of confectionery wholesale-manufac- 
turers reporting rose 9.8%, those of retail-manufacturers 
rose 1.9%, while sales of competitive chocolate products 
by chocolate manufacturers declined 9.3%. 


Lamont, Corliss Acquires Runkle Brothers 


The processes, trade names and good-will of Runkel 
Brothers, Inc., of New York City, have been purchased 
by Lamont, Corliss & Co., 60 Hudson St., New York 
City, who will continue to manufacture Runkel’s choc- 
olate and cocoa products through their subsidiary, the 
Peter Cailler Kohler Swiss Chocolate Co., Inc. 

The Runkel company has been in the chocolate busi- 
ness for 70 years. Originally organized as H. Runkel 
& Co., the name was changed in 1879 to Runkel Broth- 
ers. Louis Runkel, the last of the three founders of the 
original firm, died in 1928. 
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BRAZIL NUT 


SUMMER-TIME CARAMEL CUTS 


belong in your line 


Do Yours TASTE Like ® This delicious confection looks well, 


tastes well and keeps well. Tasty Brazil 

ST 9 Nuts are embedded in a fudge-caramel com- 
RAWBERRIES e bination—and framed with a portion of the 

same batch flavored with chocolate. 

® It’s a delectable summer or all-season 

-confection, which can be made in large or 


small batches, for local or national distri- 
bution through retail or wholesale channels. 


Whatever kinds of Strawberry candy you are 
making, there is a Schimmel flavor that exactly 
meets your needs. All Schimmel flavors are tested 
in our laboratories under practical candy-making 
conditions to make sure they will always producé ® Brazil Nut confections sell quickly. Four 
the best results. consecutive years of national Brazil Nut ad- 


Natural Strawberry Flavor. An absolutely nat- vertising have greatly increased the demand. 


ural concentrated flavor made from fresh straw- Brazil Nuts are economical to use—giving 
berries. For cream centers in the higher priced you a wide margin of profit. 


lines. © We will gladly send you the formula for 


Fortarom Strawberry. A natural strawberry Brazil Nut Summer-time Caramel Cuts— 
base with the least possible fortification. Used 


: ire ‘ one of the many cre- 
where both fresh fruit flavor and concentration 


ated especially for the 
Brazil Nut Association 


Kallistarom Strawberry. A highly concentrated by the Applied Sugar 
flavor of true fruit type at an economical price. Laboratories, under the 
Based on natural ingredients wherever possible. direction of Mr. James 
For hard candies, gums and fondants. A. King. Just mail the 


are needed. Developed especially for use in 
cream centers, fondants, and icings. 


coupon below. 
We will gladly send you samples for testing. 
ete ee A me Se 


4 BRAZIL NUT ASSOCIATION, Dept. MC-2 


SCHIMMEL & CO., INC. 


Please send along those free formula booklets. 
Name____ — 
601 West 26th Street New York, N. Y. 


Address _ 


BOSTON CHICAGO LOS ANGELES TORONTO City ei 
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CONFECTIONERS’ BRIEFS 








BEN F. YOUNG 


B. F. Young, who in his eight years with Sears, Roe- 
buck & Co., Chicago, IIl., has become well known to the 
confectionery trade, is making the rounds of the Sears 
stores in the Middle West, promoting the sales of candies, 
jewelry, drugs, tobacco, books, stationery and office equip- 
ment. He will work directly under C. A. Walter, who is 
supervisor of the departments handling these goods. Mr. 
Young has made several trips to Europe in search for 
merchandise of various kinds, and has introduced to the 
American market many foreign novelties. 





J. Paul Cauley has been made sales manager of the 
candy division of Longchamps Restaurants, New York, 
who are planning distribution on a nation-wide scale. 





John H. Reddy, recently placed in charge of the newly 
created Sales Planning Department of the New England 
Confectionery Co., Cambridge, Mass., recently enjoyed 
a 10-day cruise to Nassau and Havana, with Mrs. Reddy, 
along with more than four hundred New England drug- 
gists with their wives and friends. The New England 
Drug Council sponsored this as a special Jubilee Cruise. 
Mr. Reddy represented the New England Confectionery 
Co. and its subsidiary, the Lovell & Covel Co. 





Julius Brody, for several years with The Sweets Co. of 
America, Inc., is now covering all of New York State 
except Metropolitan New York. 





The Wilbur-Suchard Chocolate Co., Inc., Lititz, Pa., 
are signing fair-trade contracts with wholesalers in the 
state of New York for their 5c Suchard Milk Bars and 
Sc Suchard Milka Almond Bars. This almond bar is a 
new creation, being composed of Milka chocolate and 
toasted almonds. 

Wm. C. Kimberly has accepted the chairmanship of 
the confectioners’ group in the campaign for Founders 
of the National Foundation for Infantile Paralysis, at the 
request of Joseph F. Abbott, Food Industry Division 
Chairman. Mr. Kimberly is secretary of the Association 
of Manufacturers of Confectionery and Chocolate of the 
State of New York. 

James E. Ellison, of the Layton Sugar Co., Salt Lake 
City, Utah, has been elected treasurer of the Utah Manu- 
facturers Association. 





Cuet A. Warner, of Atlanta, Ga., and Florida, rep- 
resentative of the FrRaNnK H. FLeeR Corp. of Philadel- 
phia, has entered the brokerage field, but will continue to 
represent the Fleer Corporation. 
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Chicago Candy Production Club 
to Hold Annual Ladies’ Night 


The annual Ladies’ Night of The Candy Production 
Club of Chicago will be held at the Congress Casino on 
Wednesday, February 16. The committee in charge is 
headed by H. J. Thurber, who is assisted by F. H. Streit, 
G. H. Olsen and W. M. Whitehead. The new officers 
of the Club, elected at the annual meeting on January 10, 
are: president, R. N. Rolleston; vice-president, G. H. 
Olsen; secretary, R. J. Savage; and treasurer, J. E. Clarke. 





Fair Trade Laws Receive Support 
of New York Group 


A great deal of activity in explaining the fair trade 
laws and promoting a wider adherence to them on the 
part of the confectionery manufacturers, has been shown 
by the Confectionery and Tobacco Fair Trade Commis- 
sion, of New York. The enlistment of support by manu- 
facturers and jobbers was to be made at a meeting called 
for February 12. At a meeting on January 23, addressed 
by Herbert Tenzer, counsel of the Commission, resolutions 
were passed opposing selling direct to retailers except bona 
fide department and chain stores, and declaring for recog- 
nition of the jobber when sales are made through the 
manufacturer’s missionary men. 





Conference on Industrial Relations 


A conference of the Personnel Division of the American 
Management Association to deal with industrial relations 
will be held in the Palmer House, Chicago, February 15 
to 17. Seventeen other industrial and engineering organ- 
izations are cooperating, and leaders in employee training 
and education and in other phases of industrial relations 
will address the meetings. Sessions will deal with per- 
sonnel trends, the supervisor, collective cooperation, em- 
ployee misinformation and personnel administration. 





Washington State Team Wins 
Kraft-Phenix Competition 


The Kraft-Phenix Cheese Corp. has just announced the 
selection of the winning team in the 1937 All-American 
Kraft Caramel sales competition, in which thousands of 
candy jobbers’ salesmen throughout the country have 
been vying for high sales honors since last August. 

The Washington State “Champs” team under the 
leadership of “coach” M. N. Berger, earned the title of 
“All-American Team of 1937” by a small margin from 
Johnny Osborne’s Nebraska-Iowa Eleven. 

This candy-selling competition is the third of its kind 
sponsored by Kraft-Phenix for the purpose of stimulat- 
ing total sales and encouraging more effective and unified 
merchandising plans. This year the teams consisted - of 
eleven salesmen each—to carry out the football theme— 
under the direction of the Kraft territory man as “coach.” 
Any salesman who sold at least one hundred boxes of 
Kraft Dairy Fresh Caramels was eligible to join the team. 
The number, originality and effectiveness of window dis- 
play material was an important consideration in the selec- 
tion of the winning team, as was the volume of total 
sales and the soundness of the team’s merchandising plan. 

This year’s contest set a new high record for mass 
sales. The winning Washington team sold an average 
of 16,401 bars of caramels apiece during the five months’ 
competition and were responsible for a total of 416 dif- 
ferent original displays in grocery stores, candy shops and 
drug stores. 
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Everything That Counts! 


* The confectioner who uses Hooton’s Choco- 
late Coatings gets the result of more than four 
decades of quality chocolate-making experi- 
ence. What’s more, he gets chocolate coatings 
that “click” with the consumer; coatings that 
have the five all-important qualities (Flavor, 
Color, Smoothness, Uniformity, Workability) 
that make for increased sales and repeat 
business. 


If you are aiming for greater volume during the 
months ahead, better investigate Hooton’s at 
once. 





HAaoaton Chocolate Company 


339 - 361 NORTH FIFTH STREET @ NEWARK, NEW = JERSEY 
ESTABLISHED 1897 








& PUALITY 
FLA YOR S 





ANNOUNCING! A NEW FLAVOR 


Economical Delicious 


STRAWBERRY Imitation No. 3869 


For Cream Centers ONLY | oz. per 100 Ib. batch 
For Hard Candies ONLY 2 oz. per 100 Ib. batch 


POLAK'S FRUTAL WORKS 


Inc. 


NEW YORK CHICAGO 
36-14 35th Street, Long Island City 427 West Erie Street 
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Franz Euler Sets Up Own 
Sales Organization 


Franz Euler, formerly of H. D. Catty-Franz Euler 
Corp. and Franz Euler & Co., has resigned as treasurer of 
the former corporation and has opened a business of his 
own at 30 West 15th St., New York City. Among other 
lines he will handle Slyphrap cellophane for the Sylvania 
Industrial Corp. Mr. Euler has been in the cellophane 
business since 1912, being originally associated with his 
father in the importation of La Cellophane from Bezons, 
France. 


Robert Pulver Marries Miss Wyle 
Robert H. Pulver, of the Chicago office of H. Kohn- 


stamm & Co., Inc., was married on January 16 to Miss 
Janith Wyle, daughter of Mr. and Mrs. Clarence H. Wyle, 
of West Los Angeles, Calif. Mr. Pulver is the son of 
Hugo Pulver, vice-president of Kohnstamm. Mr. and Mrs. 
Hugo Pulver attended the wedding and while in Cali- 
fornia they spent several weeks at Palm Springs with 
Mr. and Mrs. E. G. Kohnstamm. 


Demonstrates New Type of 
Marshmallow Whipper 


A new marshmallow whipper has been announced, with 
unusual claims made regarding operation, capacity and 
other features. At a recent demonstration of this machine, 
made under typical operating conditions found in a candy 
plant, time of operation and capacity were checked, as 
well as lightness of product. The syrup and gelatin were 
premixed in a kettle. 


This is a continuous-whipping machine, the syrup being 
fed through a valve at one end, then into the first whip- 
ping compartment, where, after it has reached the desired 
consistency, it passes on into the second whipping cham- 
ber, and finally through the outlet of the machine. The 
product flows continuously, without interruption, in a 
straight line from the hopper-feed end to the outlet, and 
the capacity of the machine is great enough easily to take 
care of one mogul. 

At the demonstration, which was held in a Chicago 
plant, the syrup, at 125°F., was put into a hopper at the 
feed end of the machine, pet the valve at the bottom of 
the hopper, was opened to permit the feeding of the syrup. 
In nine minutes after opening of the valve, the batch start- 
ed to come out of the discharge end of the whipper. Test- 
ing and weighing of the batch, which was cold upon dis- 
charge, showed that it met all the standards that one might 
care to set up for a product of this kind. 


The consistency and lightness of the batch are varied 
by a simple adjustment. A hasty calculation of the floor 
space occupied by the machine used in the demonstration 
shows about 30 to 35 sq. ft., with a maximum height of 
about 6!% ft. 


The demonstration was given by several men identified 
with the development of the machine. The new whipper 


is being promoted and sold by New Departure Machines, 
4407 W. Iowa St., Chicago, Ill. 
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Protectoid Rechristened Lumarith 


Lumarith is the name by which the transparent packag- 
ing materials of the Celluloid Corp. will be known in the 
future, the name Protectoid having been dropped. The 
change in name was made because of overlapping fields 
and other considerations, the company announces. The 
Celluloid Corp. has pioneered the production of cellulose 
acetate plastic materials in this country using the trade 
name Lumarith. 


Conrad Spoehr is being retained by The Dry Milk Insti- 
tute, 221 N. LaSalle St., Chicago, Ill., in development 
work relating to the application of dry skim milk to the 
confectionery field and in the development of confec- 
tions that will use this product. 


William S. Fowler has become sales manager of the 
Hampden Glazed Paper & Card Co., Holyoke, Mass. 


Albert M. Algeo, vice-president in charge of sales of 
the Hazel-Atlas Glass Co., Wheeling, W. Va., passed away 
on January 4, at the age of 59. 


Reseating Tool for 
Globe Valves 

A tool for reseating globe valves is being sold by the 
M. B. Skinner Co., 
South Bend, Ind., 
through the mill sup- 
ply jobbers. The cut- 
ters operate under 
screw feed, leaving the 
worn seat glass-smooth, 
accurate, and absolute- 
ly level, so that it will 
make a tight fit with 
the disc. A guide pilot 
centers the cutter and 
a true taper cone cen- 
ters the spindle, so that 
the tool is held in per- 
fect alignment. The 
valve remains in place 
during the operation 
and the job only takes 
a few minutes. 


ae | <5 ome ey SR 


All cutters are guar- 
anteed _ indefinitely 
against becoming dull. 
These tools are made 
in two sizes, 4 to 2 in., 
inclusive, and 4 to 3 
in., inclusive. Each 
tool includes a com- 
plete bibb reseater as 
well. Reseating a Valve 
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PULVERIZING MacHINERY—31-page booklet on the ap- 
plication of the Mikro-Pulverizer to more than 300 ma- 
terials, including sugar, chocolate, cocoa and milk powders. 
Includes engineering data, installation photographs, photo- 
micrographs of pulverized materials, and test grinding 
data. Published by Pulverizing Machinery Co., 127 Valley 
Road, Roselle Park, N. J. 


STEAM-ENGINE Power PLants—Booklet discusses the 
use of steam for generating by-product power, cites costs 
and savings for each of 45 different manufacturing plants, 
schools and institutions, and shows several typical instal- 
lations. Published by Troy Engine & Machine Co., 
Troy, Pa. 


Wrappinc Macuines—Brochure entitled “How Pack- 
aging Costs Are Being Lowered,” illustrates 18 different 
types of wrapping machines and typical wrapped mer- 
chandise produced by each one; also lists names of some 
users, and discusses the merchandising advantages of good 
packaging and the advantages of flexibility in the packag- 
ing machine. Published by Package Machinery Co., 
Springfield, Mass. 


SELLING WitH SouND-Movies—32-page booklet dis- 
cusses the value of showmanship in selling and the part 
that motion pictures and sound-movies play in showman- 
ship and how they are being used by manufacturers and 
retail stores. Published by Bell & Howell Co., 1801 Larch- 
mont Ave., Chicago, IIl. 


SucarR Data—Fourth edition of Lamborn’s Vest Pocket - 


Sugar Data gives statistical data in connection with sugar 
quotas, distribution and stocks in the United States. Also 
sixth annual edition of Lamborn’s Sugar Calendar, giving 
data on the sugar industry of the world and providing 
for each day of the year the prices for raw and refined 
sugar effective the same date in 1937, together with 
monthly averages as well as other important information. 
_ published by Lamborn & Co., 99 Wall St., New York, 
i Ss 


“THe Dextrose Dicest”—New monthly publication 
of The Corn Products Sales Co., 17 Battery Place, New 
York, N. Y., replacing their former house organ. The 
January issue, 51% x72 in. in size, containing 20 pages, 
contains a character sketch of Thomas J. Payne, presi- 
dent of the N.C.A., whose picture occupies the front cover, 
also brief articles entertainingly written on a variety of 
subjects. 


CarriER Corp. PLant—January issue of “Carrier In- 
ternational News” is devoted entirely to the facilities of 
the newly acquired Carrier plant in Syracuse, N. Y. 


CELLOPHANE—December issue of “Packages and Peo- 
ple” attractively presents many different types of cello- 
phane-wrapped packages, and emphasizes their counter- 
display value by illustrations. Published by “Cellophane” 
Division, E. I. du Pont de Nemours & Co., Inc., Wil- 
mington, Del. 
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RUN TWICE AS LONG - 
you CANT BEAT ‘EM 
AT ANY PRICE 


THESE FEED BELTS ANO 
TREATED GOTTOMER BELTS 
g 


What do YOU expect in a 
FEED. BOTTOMER Belt? 


Ease of Cleaning? BURRELL Treated Feed and Bot- 
tomer Belts are readily cleaned with water. 


Long Life? BURRELL Belts are made of high-grade, 
durable materials that stand severe punishment. 


Non-Shrinking? BURRELL Treated Belts do not shrink. 
No Stretch? BURRELL Belts are woven to eliminate 
objectionable stretch. 


With all these advantages, it’s no wonder BURRELL Feed and 
Bottomer Belts are favorites with confection manufacturers. They 
can be had in any width . . . any length . . . treated or untreated. 
Let us send full information. 











Puality Control 


becomes a definite factor in candy-making when 
your formulas are properly balanced with 


NULOMOLINE 


Just tell us what type of candy you wish to make 
and we will furnish “Freshness Formulas”. 


THE NULOMOLINE COMPANY 


Manufacturers of Standardized Invert Sugars 


120 WALL STREET NEW YORK 
Western Office: 333 No. Michigan Ave., Chicago, Ill. 
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Americas 
“No.1 OIL 
of ORANGE 


Compare this orange oil with any high grade oil and 
you will know why Exch inge Cold Pressed Oil of 
Orange, U.S. P. is in such great demand. Ask our 


jobbers ‘for sample and compare quality and price 


Sold to the American market exclusively through: 


FRITZSCHE BROTHERS, INC., 76 Ninth Ave., New York City and 





Tre LIPEOMETER 


FOR DETERMINING COCOA BUTTER 


Manufactured by 


SCHWARZ 


LABORATORIES, Inc. 


ANALYSTS CONSULTANTS 


SPECIALISTS 
in the 


CHEMISTRY 


of 
@ Confections 
| @ Cacao Products 


* 





202 East 44th St. New York, N. Y. 


DODGE & OLCOTT COMPANY, 180 Varick St., New York City 


Distributors for: California Fruit Growers Exchange, Products Department, Ontario 
Calif. Producing Plant: The Exchange Orange Products Company, Ontario. Calif. 














Copr., 1936, Products Dept., California Fruit Growers Exchange 











PRICE -- SERVICE AND 
SATISFACTION — COST 


How much do your belts cost? 


The cost of any belt can never be determined until 
the life and satisfactory performance is summed 
up. 

The initial price paid for a belt is unimportant. The 
final cost is the only basis of comparison. 


All of our belts, such as GLAZED ENROBER COOL- 
ING TUNNEL BELTS, ENDLESS ENROBER CANVAS 
FEED & BOTTOMER BELTS, and BATCH ROLLER 
BELTS, are so made that they have greater tensile 
strength—give wonderful service—longer life and 
wear. 


With the performance and satisfaction our products 
render, plus our low prices, you are assured of the 
lowest final cost. 


The same applies to our CARAMEL CUTTING 
BOARDS. 


Send us a trial order and be convinced. 


SERVICE - SATISFACTION - SAVINGS 








OSS be tine & SPECIALTY co. 


1750-1756 Berwyn Ave. - CHICAGO, ILL. 
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Ube 


RULES THE ROOST 


sepmgplet?? 


If Uncontrolled Weather rules .. . 
too well the consequences. 


you know only 


But . . . effectively control temperature and humid- 
ity from outside weather influence with a C. & A. C. 
System ... and these losses and delays can be elim- 
inated. Stickiness of candy and machines banished, 
candy quality improved, 

wrapping speeded up. 


Many leading manufacturers ) Uu all eva all 


of chocolates, mints and hard 

candies are profiting by our Me (HAMWMIE. 
long experience in the candy ' 
industry. Let us show you how 

your own plant can benefit. 


THE COOLING & AIR CONDITIONING DIVISION 
B. F. STURTEVANT COMPANY 
Hyde Park, Boston, Mass. 


ATLANTA CAMDEN CHICAGO GREENSBORO 
LOS ANGELES NEW YORK 
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The Lehmann 912 Refiner gives you 
Speed ... Quality . .. Economy 


This refiner (the most modern one on the 
market) produces an output and fineness 
never before attained in a single run. It 
actually does the work of two refiners—yet 
operates with only the minimum amount of 
power. And it withstands the hardest wear 
because every Lehmann Refiner is built by 











experts to give you a lifetime of service. She Bates’ te Sy 
Step up your production with a LEHMANN 


Refiner. 


J. M. LEHMANN COMPANY, Ine. 


Established 1834 
250 West Broadway, New York, N. Y. 
Factory: Lyndhurst, N. J. 


in Machinery since 1834. 


” 
WE WOULD BE 
PLEASED TO GIVE 
YOU A DEMONSTRA- 
TION. 














Conducts Business Trend Survey 


An extensive inquiry into the status of business is being 
undertaken by Dun & Bradstreet, who have assumed the 
task of ascertaining “How’s Business” by asking every 
manufacturer, wholesaler, jobber, and retailer in the coun- 
try that very question in 2,000,000 questionnaires mailed 
during January. 

This inquiry, which is tantamount to taking the mass 
pulse of American business, will make available, within 
two months, a rapid but yet comprehensive report on the 
trend of trade. The speed with which the information 
is made available will depend on the promptness with 
which the questionnaires are answered, and the size of 
the sample available for analysis. 

The inquiry, which will be known as “The Business 
Trend Survey,” replaces the Retail Survey which has been 
conducted for the past four years and has determined the 
protfiable operating averages for more than 100 retail 
trade classifications. The Retail Survey will not be 
undertaken this year, as the four-year study revealed lit- 
tle shift in the annual percentages, and these were com- 
monly in the expected direction. 

Figures will be published in THe MaNuracTuRING 
CoNFECTIONER on the confectionery trade as soon as the 
Research & Statistical Division of Dun & Bradstreet makes 
them available as a result of this survey. 


Reid Joins Wilbur Suchard 


George F. Reid has become associated with the Wil- 
bur-Suchard Chocolate Co., Inc., and will promote the 
sales of their bulk products in the states of Ohio and 
Michigan, working out of Cleveland, Ohio. 








NOW OFFERING 1938 PRODUCTION 


DOMESTIC DRIED EGG 


Only Grade A Eggs Processed 
FLAKE WHOLE EGG 
SPRAY YOLK AND SPRAY ALBUMEN 
FLAKE ALBUMEN 


Write for Samples and Prices 


DOMESTIC EGG PRODUCTS, INC. 


1170 BROADWAY NEW YORK, N. Y. 
LARGEST EGG DRIERS IN AMERICA 

















CONFECTIONERS USE BURNETT'S 
yt VANILLAS 


FOR QUALITY AND UNIFORMITY! 
MONOGRAM «FORTE . Regular Strength 


DREADNAUGHT . . 





Extra Strength 





ARMADA . . . 5 Times Stronger {gives 


the flavor without increasing liquid content } 
JOSEPH BURNETT COMPANY, 437 D STREET, BOSTON, MASS. 











BETTER SALES ODDS 
witH LEXIN 


AMERICAN LECITHIN CO. 


ELMHURST, L. I., N. Y. ATLANTA, GA. 


Better because LEXIN gives chocolate more appeal. 
Homogeneous blending, lower fat content, attractive 
finish, are laboratory reasons-why. But the net result 
—the finer LEXIN quality—is a simple reality that 
every candy eater can appreciate. Write for facts on 
other profitable LEXIN benefits. 





GO MODERN IN YOUR 
id OF 5d ae OO) Oe CLOT OY ty 
USE “CRYSTALS OF COLOR” 


PEERLESS Coror Laps., Rochester, N. ¥ 


FEBRUARY, 1938 


CRYSTALS OF 
COLOR 
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She 


CITRIC ACID 


POWDERED CRYSTAL 
GRANULAR 


TARTARIC : 
ACID 


POWODEREO CRYSTAL 
GRANULAR 


sodium 
CITRATE 





444°) 
QUALITY 


| | 
EST. 1849 


CHAS. PFIZER & CO, i 


81 MAIDEN LANE, NEW YORK, N.¥. 
444 W.GRAND AVE., CHICAGO, ILL. 





READY 
to Hse 

/ NOTHING 
{| to Add 


A Complete Pectin %& 
Product for Making , 
Jellied Candies 


SPEAS MFG. CC 
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SALESMEN’S SLANTS 


C. RAY FRANKLIN, Speaking from Kansas City 





UST made a trip 

through Nebraska, and 

believe it or not, they 
had a light snow, the first 
moisture they have had 
for many weeks. Unless 
they get rain or snow soon 
the dry weather will great- 
ly damage the wheat and 
hurt our prospects for 
crops for the coming sea- 
son. The entire Middle 
West is below its normal 
in moisture for this time 
of year, and this is having 
a tendency to retard busi- 
ness. 


Hymie Zorinsky, candy buyer for M. Venger & Sons, 
Omaha, Nebr., just returned to his desk after a two weeks’ 
rest in Florida. He looks fine, the trip did him a lot of 
good, and he has a real Florida complexion. 


The jobbers and manufacturers of Kansas City report a 
good business on Valentine candies. While the consumer 
has not started buying to any great extent, the stores and 
shops show a good variety of Valentine merchandise and, 
as usually happens, during the week or ten days before 
Valentine’s day the stocks will be depleted. 


Fred Miler, who travels in Nebraska for the Fletcher 
factory of the National Candy Co. at Kansas City, Mo., 
sent me the following: A young minister, noted for his 
punning, was dining at a friend’s house. He was passed 
a plate heaped with roast chicken. “Well, here’s where 
that chicken enters the ministry,” he remarked, with a 
twinkle in his eye. ‘Hope it does better there than it did 
in lay work,” rejoined the bright son of the family. Send 
on more, Fred. 


H. V. Hopkins, buyer and manager for Miller & Paine, 
Lincoln, Nebr., in their candy department and, by the way, 
a real candy maker, gave me some figures a few days ago. 
“I read,” he said, ““where every baby born in 1936 already 
owes the Government $4.20; no wonder they yell.” He 
did not have the figures for 1937. 


Don’t wait for the other fellow to do the spending, he’s 
waiting for you.—Anonymous. 


Chas. Wood, sales manager for The Douglas Candy Co., 
Omaha plant, is responsible for the following: The Mrs. 
(at concert): “She has quite a large repertoire, hasn’t she?” 
The Mr.: “Yes, and that dress makes it look all the worse.” 


Harry Sifers, manufacturer of Sifers Mallo Bar, Kansas 
City, has a son in K. U., and the following came to me, 
but not through Harry: First Student: “I see you’re get- 
ting better marks lately. How’s that?” Second Student: 
“My dad’s on a trip so I do all my work myself.” You 
guess which student is Harry’s son. 
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New, Delightfully Different Creations 


Designed Es pecially 


for Confectioners 


by 
Mary Waterman Phillips 


They’re Adorable, 
Lovable and 
SALABLE 


EASTER RABBITS 


AND SOFT STUFFED EASTER NOVELTIES 


SALES OFFICES: 


NEW YORK 
200 Fifth Avenue 


CHICAGO 
1062 Columbia Ave. 


We offer a new line of Easter Rabbits and soft stuffed novelty toys 
designed especially for the candy trade. Each number is a new and 
delightfully different creation with a tempting and irresistible appeal. 
There are Easter Rabbits in every size and shape, from tiny little 
bunnies to large grown-up ones measuring several feet in height. Each 
one reflects that individuality and life-like character so pronounced 
in all of Mary Waterman Phillips’ creations. 


This distinctively different line with its variety and originality is vividly 
costumed in bright Easter colors, and possesses more real sales possi- 
bilities than any other line on the market today. Anyone seeing these 
outstanding creations—whether Easter Rabbits, feathery chickens or 
downy ducks—simply can’t resist their winning appeal. Don’t fail 
to stock this sensational new line of Easter Rabbits and novelty toys 
that retail from 50c to $5.00. Write us today for details. Our sales- 
men will gladly arrange a show of this remarkable line for you. 


ATLANTA PLAYTHINGS COMPANY 


33 MANGUM STREET * ATLANTA, GEORGIA 


FEBRUARY, 1938 
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PACKAGES SELECTED AS OUTSTANDING 
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ADVERTISING PAGES Ke WOVE! 


REPORT OF THE JANUAY, 1938 


CANDY PACKAGING CLINIC 


CONDUCTED BY CANDY PACKAGING BOARD OF THE MANUFACTURING CONFECTIONER 


Clinic Meetings of the Packaging Board are held Quarterly at M. C. Chicago Offices on 15th of the following months: January, April, July, October 


Box Assorted Chocolates 
1 Ilb.—50c 


Selected as Outstanding 


CODE 2138—Description: Two-layer 
set-up box, full-telescope top wrapped 
loosely with litho paper printed in black 
and blue; silhouette of girl in hoop skirt. 
Bottom has extension edge. 

Design: Very attractive. Contrast of 
strong solid black to the blue polkadots 
and white background is unusually 
pleasing. Colors, lettering and gen- 
eral design are consistently good. 

Appearance on Opening: Appetizing. 
Good gloss on the coconut goods and 
good color of chocolate coatings. Top 
layer assortment includes kisses, pecan 
roll, coconut pieces, fudge ball rolled 
in nuts, and chocolate pecans, all hav- 
ing appearance of home-made pieces. 

Box Findings: Heavy wax-paper 
used as liner and as divider between 
layers. All top layer pieces in glassine 
cups. 

Remarks: A good package for 50c. 
The pieces are uniformly quite large 
for chocolates, but have a good gloss 
and an appetizing appearance. This is 
definitely a home-made package, con- 
sisting of a choice of individual pieces 


Box Chocolate Creams 


1 Ib.—40c 

CODE 2238— Description: Single- 
layer telescope set-up box, with top 
loosely wrapped in polished white litho 
paper, printed in gold with maker's 
name and embossed. 

Appearance on Opening: Chocolate 
coatings have good gloss. Black walnut 
and nut cream centers dipped in dark 
semi-liquor coating. 

Box Findings: Wax paper liner. 

Remarks: Considering the quality of 
the pieces, this box has good value. 


Hostess Box 


2 Ilb.—$1.45 

CODE 2338—Description: Two-layer 
set-up box, full-telescope top, wrapped 
loosely with printed litho paper. Bot- 
tom has extension edge. 

Appearance on Opening: Very ap- 
pealing. Upper layer consists of bon- 
bons and chocolates with center tray 
of salted nuts, including Schley pecans, 
Valencia almonds, whole cashews and 
Brazil nuts. Only chocolates in bottom 
layer. Bonbons and chocolates have 
good gloss. 

Box Findings: Heavy wax paper 
used as liner and as divider between 


Remarks: Though this box has good 
appeal, it is rather high in price for this 
kind of merchandise. 


Packed Box 

CODE 2438—Description: Two-layer 
set-up box, full-extension top wrapped 
loosely with printed litho paper. Bot- 
tom has extension edge. 

Appearance on Opening: The very 
good gloss of the bonbons and choco- 
altes give this box an exceptional ap- 
peal. The bonbon strings are so made 
as to indicate a good quality of fondant. 
Bonbons are filled with fruit and jelly. 
Bottom layer contains only chocolates. 

Box Findings: Heavy wax paper used 
as liner and as divider between layers. 
All pieces in the top layer are in white 
glassine cups. 

Remarks: The pieces are very ap- 
pealing, and the box appears to be very 
good value for the price. 


Box Assorted Nut 
Chocolates 
1 lb.—80c 


CODE 2538—Description: Two-layer 
set-up box, full-telescope top, loosely 


selected from the case. layers. 


DESCRIPTIONS OF PACKAGES 
Illustrated on Opposite Page 

1. JUVENILE PACKAGE. Contents are original in conception 
and treatment. The candy sticks and printed glassine candy bags 
are very appealing. Contents and box illustrations are apropos 
of the story of “Pals” printed on the bottom of the box. Made by 
Norris, Inc., Atlanta, Ga., to retail at 25 cenis. 

2. BLACK CAT BOX. The black cat, green ribbon and large 
white bow make this unprinted box distinctive. The chocolates, 
fancy coconut pieces and the other pieces in the assortment have 
been packed by a master hand, obtaining a very interesting array 
of various shapes and colors. Half-pound box, retailing for 2s. 6d. 
(about 62c). Made by Cadbury-Fry-Pascall Pty.. Lid., Claremont. 
Tasmania, Australia. 

3. KIDDIES’ BOX. Contains candy sticks and lollypops,. all 
wrapped in transparent cellulose, also pink moulded mints repre- 
senting different letters of the alphabet, and in the center is a 
small stamping set and two gum drops. Mints are in white glass- 
ine cups. The idea is original and the treatment gives a strong 
sales appeal. Made by Nancy Lane, Brooklyn, N. Y., to retail 
at 25c. 

4. BOX CHOCOLATES. The tasteful design of this box is domi- 
nated by a shield in white, blue and gold, with a filigree, gold 
embossed. The white space is broken by a horizontal orange 
stripe, flanked on both sides with two narrow gold stripes. The 
stripes are extended down the sides of the box. The skytogen 
Paper, with which the top and sides are covered, adds to the 
tichness of the design. One-pound box, retailing for $1.25, made 
by the John O. Gilbert Chocolate Co., Jackson, Mich. 

5. JUVENILE BOX. The design of this box, with the five candy 
characters, shows much originality in treatment for a children’s 
box. The contents and the illustration on the lid are related to the 
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wrapped in white litho paper printed 


story of Hansel and Gretel, a brief version of which is printed on 
the bottom of the box. The central figure in the box is a molded 
candy piece wrapped tightly in printed foil, and the other figures 
consist of lollypops and twisted candy sticks inserted in printed 
glassine bags. This package retails at 25c and is made by Norris, 
Inc., Atlanta, Ga. 

6. BOX CHOCOLATES. The strong black silhouette of the girl 
in hoop-skirt contrasts pleasingly with the white background, 
which is broken up by blue polkadots. This is an excellent 
example of a design in two colors, which, while very simple in 
conception, at the same time is appealing and shows originality. 
Color, design and lettering are exceptionally good. One-pound 
box, retailing at 50c, made by Fannie May, Chicago. 

7. KIDDY BOX. An out-of-the-ordinary package, fresh and orig- 
inal in its conception. The design in solid colors on the lid is well 
executed, and the interior, with its toys and candy tied with col- 
ored ribbons and packed in shredded amber-colored cellulose, is 
well arranged. This package, as well as the other juvenile pack- 
ages shown here, will delight the eye of any child. Made by 
Steven Candy Kitchens, Inc., Chicago, to retail at 79c. 

8. TIN VALENTINE BOX. The doily design for this Valentine 
box is elegant and pleasing, and the interior arrangement. with 
the white glassine cups and double corrugated-board liner, makes 
a tempting package. Two-pound tin, retailing at $1.00, made by 
Steven Candy Kitchens, Inc., Chicago. 

9. VALENTINE HEART BOX. A simple, well-executed design 
in gold on a red background, makes this heart box distinctive. 
The individual pieces, of a wide variety, in many colors, are well 
arranged and the tongues of lace-paper that edge the box add to 
the attractiveness of the open package. The usual Valentine 
inscription would be redundant on a box of this type. Two-pound 
box, retailing at $1.25, made by DeMet's, Inc., Chicago. 
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in navy blue and yellow, with rope de- 
sign predominating. Lower extension 
edge. Wrapped in transparent cellulose. 

Design: Treatment of design and 
color do not suggest a candy box. 

Appearance on Opening: The heavy 
strings tndicate that plenty of choco- 
late has been used. However, the gloss 
should be improved. Two-layer trays 
at each end of the box with the space 
between loose packed. Each tray con- 
tains one green foil and one red foil 
piece. The Clinic board suggests that 
the appearance would be improved by 
changing the foil wrapped pieces to 
gold foil or eliminating the foil en- 
tirely. 

Box Findings: Padding on top layer. 
Embossed lace flies. Cardboard divider 
between layers in loose packed middle 
section. Brown glassine cups. 

Remarks: The Clinic board suggests 
that this box be redesigned to be more 
in keeping with the idea of a candy 
box, though the navy theme is a good 
one, and that it carry some designa- 
tion to indicate the type of assortment. 
The Clinic board has often advised 
against the packing of mints with 
other chocolates unless they are so 
wrapped as to prevent their flavors 
from permeating the other pieces. The 
box does not suggest the price asked 
for it. 


Box Assorted Chocolates 
Y Ib.—2s. (50c) 


CODE 2638—Description: Two-layer 
set-up box with extension edges top 
and bottom. Full-telescope top in red 
litho paper, gold embossed on top and 
sides with gold trim around edge. 
Lower part of box entirely covered 
with gold casein-coated paper. Wrapped 
in transparent cellulose. 

Design: Plain and unassuming. Domi- 
nated by maker’s name in center of 
box top. 

Appearance on Opening: Very at- 
tractive. Each layer has one gold foil 
piece and one gold and red foil piece, 
which colors harmonize with the rest 
of the package. Contents consist of 
chocolate moulded, hand decorated and 
other ornamented pieces, with fondant, 
jelly and hard centers. Pieces appear 
to be of excellent workmanship. 

Box Findings: Brown embossed pa- 
per padding. Transparent cellulose liner. 
Chocolate-colored shredded paper and 
sheet of brown wax paper between 
layers. Brown glassine cups. Two 
printed inserts—one a brochure and 
one advertising a food drink made by 
the same manufacturer. 

Remarks: For this price of goods 
one would expect a more attractively 
designed box. The box is more ap- 
pealing with the top off than with it 
on. The contents of the box are a 
typical English pack. The package was 
submitted to the Packaging Clinic 
board for analysis by a foreign manu- 
facturer. The board is pleased to give 
its comments and to publish them here 
for the edification of our domestic as 
well as foreign readers. 
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Box Assorted Pieces 
¥2 lb.—2s. 6d. (62c) 


Selected as Outstanding 

CODE 2738—Description: Two-layer 
set-up box with extension edges top 
and bottom, Full telescope padded top 
in snakeskin embossed paper. Green 
ribbon (one box has white ribbon) 
across top and sides, with large white 
bow in center. Angry black cat, in 
relief, with green eyes, pasted on box 
and ribbon (significance not indicated). 
This is an interesting treatment of a 
standard box with no printing. Bottom 
entirely covered with gold casein-coated 
paper. Box wrapped in transparent 
cellulose. 

Appearance on Opening: An unusual 
attractiveness is obtained by the expert 
arrangement and packing of the differ- 
ent pieces, which presents an array of 
various shapes and colors that excites 
one’s interest. Assortment contains 
chocolates, crystallized coconut, fancy 
pieces and chewy pieces. Top layer 
has two metal foil cups and each layer 
contains one piece wrapped in multi- 
colored foil in which green predomi- 
nates. Bottom layer was only a little 
more than half filled, and contains one 
foil-wrapped piece. The red, green 
and chocolate colored glassine cups 
blend well with the pieces themselves. 

Box Findings: Lined in transparent 
cellulose. Padding of brown embossed 
paper. With exception of two foil cup 
pieces all pieces are in glassine cups. 
Shredded chocolate colored paper and 
sheet of wax paper between layers. 
Similar shredded paper also used to 
fill out bottom layer. 

Display Value: Exceptionally good. 

Remarks: This box is masterfully 
packed and is a well-designed novelty. 
Less skill shown in packing would have 
greatly reduced its appeal. It is of in- 
terest that the foil pieces retained their 
gloss much better than the other choco- 
lates. The manufacturer’s only identi- 
fication mark is a gold foil embossed 
label on the side of the box, and this 
also is the only clue given to the box’s 
contents. Either the maker’s name or 
lettering identifying the contents might 
better be prominently displayed on the 
top of the box. The gold paper cover- 
ing the lower half of the box should 
be selected from those that do not 
tarnish readily. 


Box Chocolates 
1 lb.—$1.25 


Selected as Outstanding 

CODE 2838—Description: Two-layer 
set-up box with extension edges top 
and bottom. Full-telescope padded top 
in white skytogen paper, printed in 
blue, orange, white and gold with gold 
embossing. This box is well made, with 
good quality boxboard used through- 
out. 

Design: The maker's shield com- 
bined with the filigree is in good taste 
and makes a pleasing contrast with 
the white background. The wide orange 
stripe, flanked with narrow stripes of 
gold extending across the box is con- 
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tinued across both ends. The bareness 
of the sides could be further relieved 
by using some ornamentation. 

Appearance on Opening: Very ap- 
petizing. The gloss and strings of these 
hand-dipped pieces are excellent. The 
centers are different from what one 
ordinarily finds in a box of chocolates. 
If the pieces were made smaller, there 
would be less likelihood of bruising in 
transit. The top layer is in a tray. 

Box Findings: Waffie padding on 
top and under the top tray. Top tray 
has glassine liner and lace paper flies 
embossed with maker’s name. All 
pieces in chocolate glassine cups. 

Remarks: If consistent sales all over 
the courtry is any criterion of value, 
then this box has much to commend 
it. It has been a good seller for years. 
The bottom of the box carries a guaran- 
tee of free replacement if the contents 
are found imperfect. 


Box Chocolates 

1 lb.—$1.00 

CODE 2938—Description: Two-layer 
set-up box with extension edges top 
and. bottom. Full-telescope top in 
gros-grain embossed silver foil, printed 
in black and green and embossed. Bot- 
tom also is silver foil. Box wrapped in 
transparent cellulose closed with silver 
foil seals embossed in black. 

Design: Black band across top car- 
ries name of box, but the complicated 
decorations compete too much with the 
message and add to the confusion that 
is apparent when first viewing the box. 
The strong contrasts and flashy decora- 
tions make the box garish. 

Color: If the decorations above and 
below the box name were printed only 
in black instead of black and green, the 
design would be less junky in appear- 
ance. 

Appearance on Opening: Chocolates 
have a professional appearance; the 
gloss is excellent and the milk choco- 
late is of just the right tone. The cen- 
ters are different from what one usually 
finds in a box of this kind. Top layer 
is in a tray. 

Box Findings: Top tray has green 
glassine liner, spider-web embossed, 
with gold foil seal, printed in black and 
embossed, to hold liner together. Em- 
bossed padding with embossed cameo 
and dotted edges. Also padding used 
under top tray. White glassine cups. 
Top layer has two foil pieces, one in 
green and one in silver. Square divider, 
with silver edge in both layers. 

Remarks: The merchandise is more 
attractive than the box. The _foil- 
wrapped candies are common pieces— 
not outstanding as one would expect. 
Photograph on bottom of box, showing 
location of pieces in top layer, is not 
appealing. 


Valentine Heart 
2 Ib.—$1.25 
Selected as Outstanding 
CODE 21038—Description: 
layer heart-shaped box with extension 


Single- 


edges top and bottom. Lid in red wit. 
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WRAPPING 


: f FA MACHINES 
FAst-EFFICIENT-RELIABLE 


ANDY manufac- 

turers both large 
and small prefer 
IDEAL WRAPPING 
MACHINES because 
they provide the 
economies of fast 
handling along with 
dependable, uninter- 
rupted operation. In 
use the world over, IDEAL 
Machines are building a 
service record that stands 
unmatched and _ unchal- 
lenged! Our unqualified 
guarantee is your protec- 
tion. Two models available: 
SENIOR MODEL wraps 160 
pieces per minute; SPE- 
CIAL MODEL wraps 325 
to 350 pieces per minute. 
Investigation will prove 
these machines are adapted 
to your most exacting re- 
quirements. 





Boost Your Sales 


1000-Hole—Form 4160 
Takes in $10.00 
Pays out 160 Candy Bars 

eee 
Plus 10% Federal Tax 
Holiday Boards, Holiday 
Cards and Holiday 
Headings. 


Write for our Catalog of 
Money-Making Boards, 
Cards and Die-Cut Sheets 
CHAS. A. BREWER & SONS 
Largest Board and Card House in the World 
6320-32 HARVARD AVENUE CHICAGO, U. S. A. 








CONDY BOR SOLE 














Reprints... 


of articles appearing in The MANUFACTURING 
CONFECTIONER may be obtained in quantities of 
100 or more for the cost of printing. Useful for 
mailing to your customer list, or any others whom 
you may wish to interest in the subject covered. 


WRITE FOR CONPLETE SPECIFICATIONS © 
Write for prices to: 


AND PRICES 


THE MANUFACTURING CONFECTIONER 


400 W. Madison St. 


Chicago, III. 











IDEAL WRAPPING MAC HINE CO. 
MIDDLETOWN, N. Y. --- U.S. A 








gold edge and picture of girl in hoop 
skirt with dog printed in gold. Lower 
part of box has sides and edges in gold 
and bottom in red. Maker's name ap- 
pears only on bottom. 

Design: Attractive and simple and 
in keeping with modern taste. 

Colors: The red and gold make a 
striking contrast, yet are harmonious 
and pertinent to Valentine's day. 

Appearance cn Opening: The glass- 
ine mat, lacepaper fringe and wide as- 
sortment of well-arranged pieces make 
a beautiful box when opened, Choco- 
lates, bonbons, gums and jellies, cara- 
mels, nut candies and other types are 
included. The layer has one red foil 
cup with the maker’s name embossed. 

Box Findings: Spider-web glassine 
mat, heart-shaped. Box is edged with 
tongues of embossed lacepaper. White 
glassine cups. 

Remarks: For a box of this price 
class this one has excellent appeal, is 
in good taste throughout, and is dif- 
ferent from most Valentine boxes in 
that it carries no Valentine inscription. 
The assortment of pieces is excellent. 


Valentine Heart 


1 Ilb.—$1.25 

CODE 21138—Description: Single- 
layer heart-shaped box with extension 
edges top and bottom. Top and sides 
are covered with Scotch plaid rayon, 
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with diagonal red ribbon and _ bow. 
Lower part has gold sides and edges, 
while bottom is in red, with name of 
maker printed on bottom. The box is 
rich looking but has no individual touch. 
Good taste is shown in omitting the 
Valentine inscription, since the heart 
shape itself conveys the purpose and 
meaning of the box. 


Appearance on Opening: All pieces 
are chocolates and are uniformly small 
and have good gloss. The box is well 
packed. 

Remarks: Any box selling at this 
price should be distinctive. No doubt 
this box is expensive to produce, which 
accounts for the high retail price, but 
it lacks individuality. 


Valentine Tin Box 
Assortment 
40 oz.—$1.00 


Selected as Outstanding 

CODE 21238— Description: Two- 
layer round tin, lithographed in full 
colors. 

Design: Doily effect, with Cupid in 
the center circle. The design on the 
top is harmonious and treated in good 
taste. However, the decorations on the 
side are overdone when one considers 
that the side should be given a simpler 
treatment than the top. 


Colors: The colors generally are well 
chosen, but they do not harmonize in 
a few details. For example, the purple 
in the petal design around the center 
circle does not go well with the red 
and green. Also, the green band on 
the side of the tin is not the same shade 
of color as the green on the lid, thus 
throwing the color scheme off balance. 

Appearance on Opening: Excellent. 
The various colored bonbons and choc- 
olate pieces, as well as foil pieces and 
the others included in this assortment 
blend well with the box findings. The 
double lining of white corrugated paper 
around the edge of the box makes a 
pleasing framework for the assortment. 
Top layer has five silver foil pieces. 
Bonbons and chocolates have good 
The appearance is 
heightened by the arrangement of the 
chocolate pieces around the edge, then 
the bonbons are arranged in an inner 
circle, while in the center of the layer 
are the foil nut-capped 
chocolates. 

Box Findings: Wax paper padding 
on top, while between layers there is a 
padding of tissue paper with a white 
cardboard and a sheet of wax paper 
over the bottom layer. 

Sales Appeal: Exceptionally fine. 

Remarks: This attractive tin box 
with its pleasing assortment of pieces 
is an exceptional value for the price 


asked. 


gloss and strings. 


pieces and 
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Kiddy Novelty Box 

Price 79c 

Selected as Outstanding 

CODE 21338—Description: Octagon- 
shaped folding box, full-telescoping, 
printed in red, blue, black and yellow. 
Bottom is-plain. Tied with narrow yel- 
low ribbon. 

Design: Out of the ordinary and well 
executed. The four heads on the lid 
will draw the attention of any boy or 
girl, as well as the interest of their 
elders. The panel along the sides is 
of simple design, with the name of the 
maker and a checkerboard edging. 

Colors: The solid colors present in- 
teresting contrasts and they harmonize 
with the general conception of the box. 

Appearance on Opening: Too attrac- 
tive for any child to keep his hands off. 
Black Scotch terrier in center with red 
ribbon around neck, surrounded on all 
sides with novelty candy and toys, in- 
cluding a bunch of three small lolly- 
pops tied together with ribbons in red 
and in yellow, a mesh bag of candy 
gold coins, four hard candy sticks tied 
together with yellow ribbon, tiny gum- 
drop elephant, a tin horn, a rubber 
balloon and a tin automobile. The ar- 
rangement is very pleasing. 

Box Findings: Matting of shredded 
amber-colored cellulose makes an ex- 
cellent background for the toys and 
candy. 

Sales Appeal: The exceptional sales 
appeal of this box should make it a 
good seller, even though high priced for 
the merchandise it contains. 

Remarks: This entire box, inside and 
out, is fresh in its conception and shows 
a great deal of originality. 


Box Chocolates 

1 lb.—$1.00 

CODE 21438 — Description: Two- 
layer set-up box with extension edges 
top and bottom. Full-telescope padded 
top in embossed foil, showing two dis- 
tinctive patterns and printed in red and 
black. Lower part plain with gold ex- 
tension edge, and contents of package 
printed on bottom. Tied with rayon 
ribbon looped around corners. Wrapped 
in transparent cellulose, sealed at ends 
with embossed gold foil seals. 

Design: Despite all the embossing 
and embellishment, this box appears 
too cold and commercial. <A _ simple 
design, with individuality, can get at- 
tention without having to depend on 
flash. The two solid-black diamonds 
were probably intended to emphasize 
the diagonal lines in the embossed pat- 
tern, but they throw the design off 
balance. 

Appearance on Opening: The well- 
filled top layer, with its light and dark 
coated pieces, all having a good gloss, 
presents an inviting appearance. Top 
layer has three silver foil pieces. 

Box Findings: Crinkled glassine 
liner, with maker’s name in checker- 
board panel printed in white on top 
flap. The layers are separated by an 
embossed pad, glassine paper and two 
chocolate board separators. All pieces 
are in chocolate glassine cups. The 
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unique arrangement of the gold-edge 
dividers in the top layer is without 
rhyme or reason. The dividers should 
present a simple, balanced arrangement. 
Chocolate board dividers in the bottom 
layer. 

Remarks: The bottom layer with its 
chocolate board dividers gives an ap- 
pearance of careless packing and fewer 
pieces when compared with the skill- 
fully packed top layer. Mints should 
not be included in assortments of this 
kind. 


Kiddie Box 

Price 25c 

Contents Selected as Outstand- 

ing 

CODE 21538 — Description: Paste- 
board box loosely wrapped with light 
green paper printed in red and dark 
green. The design and the lettering 
are quite ordinary. 

Appearance on Opening: The cel- 
lulose wrapped candies and pink mints 
moulded with different letters of the 
alphabet, together with a miniature 
stamping set, are bound to arrest the 
attention of most any child. The ar- 
rangement is interesting and the colors 
blend well. 

Sales Appeal: 
is open. 

Remarks: The design and lettering 
on the box give no clue that this is 
a kiddie’s box, but they would lead one 
to expect something quite different. 
Box contains six pieces of stick candy 
and six lollypops, all wrapped in trans- 
parent cellulose, eight pink-colored 
mints in white glassine cups, two gums 
and a stamping set. 


Excellent, if the box 


Juvenile Boxes 

Price 25c each 

Contents Selected as Outstand- 

ing 

CODE 21638— Description: Paste- 
board boxes with lids printed in colors 
and story printed on bottom of box. 
The illustration and story is appropriate 
to the contents of each box. Each box 
wrapped in transparent cellulose. 

Design: The illustrations are good 
and show originality, but the lettering 
is poorly designed and appears to have 
been put in as an afterthought. It is 
suggested that pictures and lettering 
be designed as a whole. 

Appearance on Opening: Very at- 
tractive. The individual pieces and their 
packaging show a great deal of orig- 
inality. Different characters and animals 
are suggested by the moulded shape 
of the candy or by the printed foil or 
glassine wrap of the individual piece. 

Sales Appeal: Far above average. 

Remarks: The use of candy and pic- 
tures to illustrate a children’s story has 
been developed in an interesting fash- 
ion in these packages. They are ex- 
cellent examples of originality in chil- 
dren’s packages. 


Display Box of Bars 
Price 5c 
CODE 21738—Description: Folding 


THE 


pasteboard box, printed in red, yellow 
and black. Top folds back to form 
rear display panel. 24 count. Individual 
bar wraps are transparent cellulose, 
printed in red, white and gold by grav- 
ure process. 

Design: Design and lettering on box 
and on bar wrap breathes an English 
atmosphere and is well conceived and 
executed. 

Sales Appeal: Good. 

Remarks: Attractive display, though 
lacks originality. 


Display Box of Bars 

Price 5c each 

CODE 21838 — Description: Full- 
telescope pasteboard box. Top, bottom 
and sides printed in red, black and 
silver. 24 count. Individual bar wraps 
are of glassine, designed similar to a 
cigar wrap, and printed in deep blue 
and red. 

Design: This bar has a long name 
and, though the wrap is long, the name 
appears crowded, It would be more 
legible if printed smaller and not ex- 
tended out so far at each end, and with 
a little more space between letters. 

Colors: When one looks at the bar 
the two colors on the wrap appear to 
vibrate. This would not be noticeable 
if the dark blue were replaced with a 
black to resemble the design on the 
box itself. 


Display Box of Bars 

Price 5c each 

CODE 21938 — Description: Part- 
telescope pasteboard box, with top and 
sizes printed in red, yellow and choco- 
late, and picture of maker’s factory on 
bottom. 24 count. Individual bars are 
covered top and sides with white card- 
board then wrapped in glassine printed 
in blue, red and yellow. 

Design: Design of box and of bar 
wrap is strong and attractive. How- 
ever, the name of the bar is practically 
all that is visible on the top of the wrap, 
and this does not convey the character 
of the merchandise. 

Remarks: This is one of the out- 
standing new bars and deserves a wrap 
that indicates that it is more than “just 
an ordinary new bar.” The box lid 
conveys this idea effectively by illus- 
trating the merchandise and showing 
what purports to be a longitudinal sec- 
tion of the bar, but the lid is not likely 
to be displayed. 


Display Box of Bars 
Price 5c each 
CODE 22038—Description: Full-tele- 


scope pasteboard box with top and 
sides printed in yellow, blue and black. 
24 count. Bars are wrapped in plain 
foil, then wrapped in a paper sleeve 
printed in blue, yellow and red. 

Design: Design and lettering are 
pleasing, though not outstanding. The 
colors give good contrast. 

Remarks: The design shows no orig- 
inality, and the appearance does not 
set this bar apart from all the other 
many bars on display in retail candy 
establishments. 
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and premiums, 


Silk screen process signs and dis- 
Marvel Screen Novelties Co. 
37 W. 19th Street, New York 


for distribution with ONE 
plays. 


FIVE-CENT sales. 
Celluloid Buttons, 


novelties 
Novelties. 
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CANDY TIED WITH 


eans 
re Sales 


We have largest stock in the 


IBBONS—mo 


| 


Middle West 


Messaline—Tinsel— 


French Chiffon—Novelty and 


Satin — 


Printed Ribbons—Rib-O-Nit 


—Ready- Made Bows and 


Rosettes. 





Tart Co. 


quality—Low in price 
a * 
427-441 W. RANpoLen Sr. 


R 


Immediate delivery—High in 


M 








SUPPLIERS 


All kinds for packaging, deco- Large variety of cloth and felt 
% Keep your sales story ac- 


rations, advertising -- also 
address labels. Striking, prac- 


tical designs. Write for free 


St. Louis Stricken Co. 


y 








Write for Information 


THE MANUFACTURING 
CONFECTIONER 


Daily News Building—CHICAGO, ILL. 


A display advertisement in 
this Adlet Section will accom- 


market -for confectionery 
plish it at low cost. 


tive—continually—in the vast 
equipment and materials. 








HIGH QUALITY. 
ALUMINUM 


COMPOSITION 
STARCH MOULDS 


| 
| 


MOULD BOARDS 


AT SURPRISINGLY LOW PRICES 


THE IDEAL MOULD CO. 


1417 N. MAIN ST., 


RACINE, WISCONSIN 


PROMPT SERVICE 
WRITE FOR SAMPLES AND PRIC 














SLABBING PURPOSES 





USE 
KREMOL 
OILS and GREASES 
TASTELESS — ODORLESS 


ALL GRADES 
Sherwood Petroleum Company, Inc. 
Refinery — Warren, Pa. 

Stocks Carried in Principal Cities 





Bush Terminal Bldg. No. 1, Brooklyn, N.Y. 








invite 


We 
and all inquiries will 


o 
receive prompt attention. 


Now Ready— 
DAY Seasons. 
. 


Samples for 


HIGH-GRADE AND FANCY 
SET-UP PAPER BOXES 
” 
EASTER and MOTHER'S 
* 
We are manufacturers of plain and 
fancy set-up paper boxes. 
NU-DEAL PAPER BOX, INC. 
2509 W. Cermak Road, Chicago, Ill. 
All Phones Lawndale 4477 


your patronage, 
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THE CANDY MAN'S 


CALENDAR 











1938 MARCH 1938 


PLANNING SEASON FOR WHOLESALE MFRS.—Summer Plans 
(cont’d); Christmas Boxes, Wraps, Novelties; Summer Goods Pro- 
duction; Mother’s Day Production. 


PLANNING SEASON FOR RETAIL MFRS.—Summer Packages 
Selected; St. Patrick’s Day Production; Easter Production. 


2—Wednesday 


FALL RIVER, MASS.—Southern N. E. Wholesale Confectioners’ 
Ass’n, at Remington Hall, Y. M. C. A.* 


PHILADELPHIA—Retail Confectioners’ Ass'n of Philadelphia, Inc., 
at Hotel Majestic.* 
3—Thursday 
SCRANTON, PA.—Keystone Jobbing Ass'n, at Chamber of Com- 
merce Bldg.? 
4 Friday 
DETROIT—Wolverine Candy Club, at Norton Hotel.* 
LOUISVILLE, KY.—Falls Cities Confectioners’ Club.* 


6 Sunday 


PITTSBU RGH—Jobbers’ Salesmen’s Ass'n of Western Pa., at Web- 
ster Hall.* 


7 Monday 


CHICAGO—Candy Production Club of Chicago, at Lake Shore Ath- 
letic Club.* 


PITTSBU RGH—Pittsburgh Candy Club, Pittsburgh Hotel.* 
SYRACUSE, N. Y.—Central N. Y. Candy Jobbers, at Hotel Syra- 
cuse.* 
$ Wednesday 


BALTIMORE—Manufacturing Confectioners of Baltimore, at Hotel 
Emmerson.* 


11-13 Friday-Sunday 


CHICAGO—Semi-Annual Convention, National Association of Bak- 
ers’ and Confectioners’ Supply Houses, Edgewater Beach. Mother's 
Day candy should be ready for shipment April 1. 


12 Saturday 
KANSAS CITY, MO.—Kansas City Candy Club, at Pickwick Hotel.* 


14 Monday 
CHICAGO—Chicago Candy Club, at Maryland Hotel.* 


14-17 Monday-Thursday 


CHICAGO—Annual Convention, American Society of Bakery Engi- 
neers, Edgewater Beach. 


15 Tuesday 


BROOKLYN—Candy Executives and Asso’d Industries Club, at St. 
George Hotel, Tower Room.* 


YONKERS, N. Y.—Westchester County Candy Jobbers’ Ass'n, at 
Jewish Community Centre.; 


17 Thursday 


St. Patrick’s Day 


NEW YORK CITY—New York Candy Club, Inc., at Park Central 
Hotel.* 


NEW YORK CITY—Ass’n of Mfrs. of Conf’y and Chocolate of State 
of N. Y., at-Pennsylvania Hotel.* 


19 Saturday 


ST. LOUIS—St. Louis Candy Salesmen’s Ass'n, at American Annex 
Hotel.t 


Decide now on Christmas wrappers, boxes and novelties. 
21 Monday 
First day of Spring. 


22 Tuesday 
First day of Lent. 


23-25 Wednesday-Friday 


CSAS -Aanationn Management Association Convention, Palmer 
ouse. 


24 Thursday 
CINCINNATI—Cincinnati Candy Jobbers’ Ass'n, at Grand Hotel.* 


25-26 Friday-Saturday 
NEW YORK CITY—Semi-Annual Convention, Packaging Machin- 
ery Manufacturers Institute, Pennsylvania Hotel. 


*Monthly Meeting. TWeekly Meeting. tBimonthly Meeting. 
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CONFECTIONERY BROKERS 





H. L. BLACKWELL COMPANY 
3930 HUECO STREET 
EL PASO, TEXAS 
Territory—Texas, New Mexico and Arizona 
MIMIKOS & MIMIKOS 
CANDY BROKERS 
1014 Porter Street 
DETROIT, MICHIGAN 





DONALD A. IKELER 
2029 E. Main Street 
KALAMAZOO, MICHIGAN 
Territory: Michigan 





THE EDWARD M. CERF CO. 
740-750 POST STREET 
SAN FRANCISCO, CALIFORNIA 


Territory: Pacific Coast and Inter-Mountain 


R. G. PENNINGTON 
MANUFACTURERS AGENT 
909 Blythe Avenue 
DREXEL HILL, PENNSYLVANIA 





JAS. M. ROTHSCHILD CO. 
CONFECTIONERY BROKERS 


24 W. Connecticut St. 
SEATTLE, WASHINGTON 





C. RAY FRANKLIN CO. 
3561 BROADWAY 
KANSAS CITY, MO. 


Territory: Kans., Neb., Iowa, W. Missouri 





Cincinnati Association Elects Officers 

Officers recently elected by the Cincinnati Candy Re- 
covery Association are as follows: chairman, Charles Ast; 
vice-chairman, Edward A. Stern;  secretary-treasurer, 
Charles E. Schneider; and sergeant-at-arms, Walter Dietz. 
The following were elected to the Board of Trustees: 
Rolo §. Crandall, Carl Graeser, M. A. McDonell, Ruth 
Johnson, August L. Hussel, Peter Minges, John F. Poetker, 
Lester E. Buerkle, F. W. Becksmith, Joseph A. Grady, 
G. Otto Ehrhardt and Lee Riestenberg. 


Pennsylvania Jobbers Salesmen to 
Hold Annual Stag Jubilee 

The fifth annual stag jubilee of the Jobbers’ Salesmen 
Association of Western Pennsylvania will be held at the 
Willows, in Oakmont, near Pittsburgh, on Saturday night, 
February 26th. Based on past attendance figures, between 
400 and 500 are expected. Entertainment and fine food 


will feature the event. Tickets are obtainable from the 
secretary, B. H. Heuer, 1635 Fifth Ave., Pittsburgh. 


St. Louis Association Has New Officers 


The St. Louis Candy Sales Association, at a meeting on 
February 4, elected the following officers: president, Rus- 
sell Cobb; 1st vice-president, Walter F. Praechter; 2nd 
vice-president, Edwin G. Grabbe; and secretary and treas- 
urer, E. R. Keller. 
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